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Merchandise Products, 
Biow Urges NATD Meet 


Director Kolodny Lists 
Association’s Promotion 
Program for Coming Year 


Cuicaco, April 23—The adver- 
tising fraternity will take care of 
moving tobacco products from 
dealers’ shelves, if distributors will 
just get them there in sufficient 
quantity. 

Milton Biow, president of Biow 
Co., was the spokesman for the 
ad fraternity, as he addressed 
members of the National Assn. of 
Tobacco Distributors today. Mr. 
Biow was a member of a panel of 
admen who spoke to the tobacco 
group’s 20th annual convention at 
the Palmer House this week. 

In urging tobacco distributors to 
do a more thorough merchandising 
job, Mr. Biow suggested they take 
a lesson from the supermarkets. 

“Studies have proven that when 
a woman goes into a supermarket 
to purchase two or three items, she 
invariably comes out with at least 
five,” he said. Tobacco products 


salesmen should keep this in mind 
when advising retailers, and should 
stress the importance of easily ac- 
cessible displays to promote added- 
item sales, he said. 


® Advertising’s basic job is to ex- 
tend the voice of business beyond 
the range of normal sales possi- 
bility, Jackson Taylor, v.p. of Len- 
nen & Mitchell, New York, told the 
assembled tobacco men. 

He deplored the “terrible ten- 
dency” of admen to talk in big 
figures about millions of circula- 
tion for hundreds of thousands of 
dollars. 

“When we get to thinking of ad- 
vertising this way, 
whole idea,” he said. “There is no 
mystery about advertising. It is a 
means of communication. Adver- 
tising is nothing more nor less than 
the fleeting impression that one 
idea makes on one person’s mind 
at one specific moment in time! 

“It is tricky because the occa- 
sion is controlled by the customer. 


(Continued on Page 59) 


Radio's New Frontier... 


Sponsors Back Many in New York 


(Editor’s Note—This is the first 
of a two-part series on the de- 
veiopments in after-hours radio 
programming. It is devoted main- 
ly to the New York scene. The 
next article will cover stay-up- 
late fare in other major cities.) 

By MAURINE CHRISTOPHER 

New York, April 23—Radio’s 
new frontier is after-midnight 
programming. The rush is on to 
stake the richest claims. 

A few short years ago the record 
spinners had this province pretty 
much to themselves. Most of them 


offered music deemed suitable for | 
played | 
request numbers. Or an occasional | 


sleeping. Sometimes they 


disc jockey would vary the pat- 
tern by holding phone conversa- 
tions with his listeners or studio 
interviews with stay-up late show 
business personalities. 

Now, in the big cities, this last 
outpost of radio has been invaded 
by disc jockeys turned commenta- 
tors, jazz and jive exponents, po- 
etry readers—and, in one case, a 
Dixie-speaking man with the 
avowed aim of “just bein’ happy.” 


@ Insomniacs, graveyard shift 
workers and people otherwise 
awake and listening after 12 o’clock 
have their widest choice of fare 
in New York. If they want dis- 
cussion—frequently of a_ timely, 
controversial nature—there are 
WMCA's Barry Gray, WMGM's 
Kar! Ross and WJZ’s George Ham- 
ilton Combs, among others. 
Contests, with perfume, bath 
salts and other prizes for the first 
correct answer are offered by “Big 
Joe” Rosenfield of WVNJ, New- 
ark. Bop, jive and other “cool” 
modern 


music are the specialty 


of Willie (Bryant) and Ray (Car- 
roll) of WHOM and Ralph Cooper 
of WOV. Both of these shows are 
aimed at the Negro audience. 
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IN BAY AREA—American Brands Corp. is 

using 600-line ads like this and TV spots 

in San Francisco and the Bay Area to 

promote its TobyJell tie-in with General 
Mills’ Bisquick. 


Two Chlorophyll 
Firms Bought by 
Archer-Daniels 


New York, April 24—As far 
as the average consumer could 
tell, this week, chlorophyll mar- 
keters seemed to have paused for 
a quick breather before wading 
| into the next round. Much of the 
activity was of a sort which would 
not show up consumer-wise for 
some time to come. 

Archer-Daniels-Midland in Min- 
neapolis announced that it has 
bought Keystone Chemurgic Corp., 
Bethlehem, Pa., and Chlorophyll 
| Inc., Neodesha, Kan., two chloro- 


Art Ford, who has presided over | phyll manufacturing companies. 
WNEW’s “Milkman’s Matinee” The agricultural processor has | 
for nine years, has a reputntion for | had an equity in Chlorophyll Inc., 
presenting unusual recordings and| of which the Rystan Co., Mount 
introducing new musical person-| Vernon, N. Y., was one of the ma- 
alities.s WNBC, which recently jor stockholders (AA, March 31). 
joined the list of all-night sta-|® Commenting on the sale, O’Neill 


White as President 
of MBS on June 1 


New York, April 25—Thomas F. 
O’Neil, board chairman of the Mu- 
tual Broadcasting System, will 
take over the active direction of 
the country’s most far-flung radio 
network on June 1. 

As of that date, Mr. O'Neil, who 
is v.p. of General Tire & Rubber 
Co., owner of almost 60% of Mu- 
| tual’s stock, will become president 
| of the company. He replaces Frank 
| White, who this week resigned as 
| president and director of the net- 
| work as of May 31—a month after 
| the expiration date of his three- 
'year contract. Mr. White, a top 
| executive with Columbia Records 


| 


Thomas O'Neil 


Frank White 


before joining Mutual, will an- 
nounce his future plans shortly. 


es Although there has been much 
speculation on the matter since 
General Tire became the principal 
owner of MBS, this is the first ma- 
jor management shift to be made. 
General Tire, owner of the Yankee 
Network, expanded its interest in 
Mutual with the acquisition of the 
Don Lee Broadcasting System in 
Los Angeles some time ago. This 
was followed in January by a mer- 
ger with WOR (AM, FM, TV) in 


tions, features symphony and 
opera. 


® Altogether, post-midnight listen- 
ers here have at least 15 metro- 
politan New York stations to choose | 
from, though several of these sign | 
off at 1 or 2 a.m. During a through- | 
the-night session, this reporter's 
radio—a fairly powerful one— 
picked up about a dozen other pro- 
grams from Chicago, Boston, Cin- 
cinnati, Philadelphia, 
and Wheeling, W. Va. 

In recent months the big pub- 
licity play has been going to the | 


after-hours programs which fea- | 


(Continued on Page 54) 


87/100ths 
of 1% 


That’s what 594,000 U.S. 
corporations spent for ad- 
vertising in relation to sales 
in 1948. For an exclusive 
four-year record based on 
income tax returns 

See Pages 2 and 3 


Baltimore | 


New York. Previously, Mutual was 
owned by member stations. 
(Continued on Page 59) 


Last Minute News Flashes 


_D-F-S Names Birch, Mattoon V. P.s 


New York, April 25—Chester T. Birch, formerly advertising v.p. for 
Andrew Jergens Co., Cincinnati, will join Dancer-Fitzgerald-Sample, 
New York, as a v.p. on July 1. He will be in charge of service on the 
Procter & Gamble account; other account assignments on P&G will 
be unchanged. H. A. Mattoon, formerly a v.p. of Ruthrauff & Ryan, 
| New York, also is joining D-F-S as a v.p. Mr. Mattoon previously 

was with Compton Advertising. 


NIAA Research Fund Pledges Total $75,000 


New York, April 25—Pledges of funds for the NIAA Industrial Ad- 
vertising Research Institute passed the $75,000 mark late this week. 
A total of 279 pledges have been received since the fund drive started 
Jan. 21. Invoicing of pledges will start next week. As soon as operational 
funds are in hand, Bennett S. Chapple Jr., organizing committee chair- 
man and assistant executive v.p. of U. S. Steel Co., said, election of in- 
stitute trustees will be held. 


Elizabeth Robinson Joins Ruthrauff & Ryan 

| New York, April 25—Mrs. Elizabeth L. Robinson, who formerly 
handled advertising and sales promotion for Helena Rubinstein Inc., 
has joined Ruthrauff & Ryan as an account executive. 


Kenyon & Eckhardt Appoints Harmon O. Nelson 
HoL.Lywoop, April 25—Harmon O. Nelson, who formerly handled spe- 
cial radio and TV production assignments for CBS on the West Coast, 
has joined Kenyon & Eckhardt as assistant to the v_p. in charge of the 
Hollywood o“fice. 
(Additional News Flashes on Page 63) 


| Ryan Jr., president of Rystan, said 
(Continued on Page 8) 


| 
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Newspapers Hit Record Ad Revenue 
of $513,000,000 in ‘51, ANPA Told 


O'Neil to Succeed 


But Members Attribute 
Much of Increase to 
Higher Rates and Coior 


New York, April 24—Newspa- 
pers carried $512,000,000 in na- 
tional advertising in 1951—a new 
dollar high and $14,000,000 better 
than the 1950 figure. This was an- 
nounced yesterday to members at- 
tending the annual convention of 


For other news of the ANPA 
meeting see Pages 18, 57 and 65. 


the American Newspaper Publish- 
ers Assn. 

But the news that this was the 
sixth all-time high in six years, 
enough to keep newspapers ahead 
of the $511,000,000 registered by 
all magazines, failed to stir notice- 


| able jubilation among the publish- 


ers. 
Their aggregate mood seemed to 


| tend to reflection rather than the 


self-congratulation of the last few 
years, As one spokesman pointed 
out: the new dollar high recorded 
in 1951 owed much to increased 
line rates and the investment in 
color ads. 


| 
@ They were further sobered by 


Irwin Maier, board chairman of 
the Bureau of Advertising and 
publisher of the Milwaukee Jour- 
nal, who, after announcing the 
$513,000,000 figure, alluded to the 
growing squeeze between news- 
paper revenues and expenses, 

“You and I know that today 
newspapers simply cannot stand 
any reai decline in advertising rev- 
enue,” he said. ‘“‘We can’t even af- 
ford to stand still. Because—with 
total advertising expenditures go- 
ing up and with our operating costs 
going up—to stand still is to de- 
cline. 

“That means we must not only 
keep our present accounts sold, but 
we must tap every possible new 
source of advertising revenue we 
ean find.” 


'@ Mr. Maier indicated that neither 


operating economies, increased 
subscription rates nor circulation 
boosts could materially help keep 
a satisfactory margin between in- 
come and expenses. 

“It seems,” he said, “that we 
must look to advertising to help 
meet increasing costs and achieve, 

(Continued on Page 62) 


OPS Lifts Controls 
on Book Match Ads 


WASHINGTON, April 24—The Of- 
fice of Price Stabilization today ex- 
empted from price control the rates 
for advertising on book matches. 

Today's action applies to mat- 
ches sold by manufacturers to re- 
tailers who usually give them to 
consumers free of charge. 

Previously, OPS had exempted 
book matches specially designed 
for advertising purposes. OPS said 
today’s action is consistent with 
the agency’s policy of decontrol- 
ling advertising rates. 
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What percentage of sales does American business spend for advertising? 
What Is the total advertising bill of business? These are questions which have 
concerned advertising and merchandising executives, as well as sociologists 
and political scientists, for many years. 

All of the figures which have been presented heretofore have been 
estimates, the validity of which has been largely indeterminable, since there 
seemed no positive way to check the estimates against actual expenditures. 

Here, for the first time, Advertising Age presents actual bookkeeping fig- 
ures on sales and advertising, covering a four-year span from 1945 to 1948 
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AA Presents Four-Year Record of Percentage of Sales 


inclusive. The figures are based on statistics compiled by the Bureau of In- 
ternal Revenue of the U.S. Treasury Department. They are derived from the 
tax returns of corporations and personal holding companies, and they cover 
ALL such corporate and personal holding company returns for each of the 
years shown—594,243 returns for the year 1948, for example. 

Included for that year are returns from 116,746 manufacturing corporations; 
9,085 corporations in mining and quarrying: 25,225 incorporated public utili- 
ties; 196,748 corporations engaged in wholesale or retail trade; 160,643 cor- 
porations in the finance, insurance, real estate classification: 23,480 corpora- 


Number Gross Sales Advertising | % Sales Number Gross Sales Advertising |% Sales 
Year of & Receipts Expenditures} Spent Year of & Receipts Expenditures | Spent 
Returns (000) (000) on Adv. Returns (000) (000) on Adv. 
TOTALS FOR ALL GROUPS MANUFACTURING (CONTINUED) 
1948 | 594,243  |8395,565,320 | $3,465,984 | 0.876 | Printing, = | oa wre re 1 < 
1947 | 551,807 353,793,872 3,032,245 0.857 § Publishing & 6 10°996 "728° 358 28906 0.611 
all Industrial Groups | j9/6 | 4915152 275,687,177 2,408,330 | 0.874 | Allied Industries a | mae pg ame | 0.58 
1945 | 421,125 244,030,015 1,922,734 | 0.788 , ih , . 
1948 7,411 13,971,973 391,572 | 2.803 
MINING AND QUARRYING Chemicals & Allied aoe Hed ee 350,452 2.628 
Products 0,594,171 309,359 | 2.920 
1948 9,085 7,596,926 5,752 | 0.076 1945 6,186 9,724,040 2677444 | 2.750 
Total Mining 1947 8,294 5,809,182 4,448 | 0.077 
& Quarrying 1946 7,675 4,122,688 3,414 | 0.083 1948 634 19,411,187 76,696 | 0.395 
1945 7,296 3,788,394 3,804 | 0.100 § Petroleum & 1947 554 14,622,879 74,871 | 0.512 
Coal Products 1946 485 10,236,543 62,576 0.611 
1948 300 2,216,521 247 0.020 1945 442 9,881,210 47,270 | 0.478 
Nagy Motel Mining 1946 857 638,869 307 | 0.048 1948 4,193 4,078,946 25,751 | 0.632 
1945 848 711,219 324 0.046 ff Stone, Clay & Glass 1947 4,131 3,590,518 23,602 0.657 
Products 1946 3,627 2,900,209 18,520 | 0.639 
. 1948 203 559,516 1,052 | 0.188 1945 2,770 2,296,972 16,434 | 0.715 
i encantte Haine 1947 176 496 627 750 | 0.151 F— — 
1946 177 439,233 595 | 0.135 imary 1948 3,053 16,834,885 35,802 | 0.213 
1945 48 352,948 573 0.162 § Industries 
1948 | 2,263 2,641,042 vee by 1948 | 9,340 9,342,912 77,305 | 0.828 
Bituminous Coal 1947 1,837 2,239,434 951 0.042 
ignite, Peat, etc. | 1946 1,640 1,574,057 9 0.0 om ome pape ae oe 
196515546 atte name 1,012 | 9-067 I Electrical Machinery | 19,7 | 2,990 8,120,337 101,481 | 1.250 
& Equipment 1946 2,549 5,415,202 71,784 1.326 
e 012 1948 3,987 2,436,126 1,623 | 0,067 1945 1,871 7,013,513 66,646 | 0.950 
— © ee 1947 3,607 1,494,256 1,075 | 0.072 
_— 1946 3,413 9 574 659 | 0.067 | Machinery (Except 1948 9,658 14,857,985 143,422 | 0.965 
L 1945 3,309 856,088 1,176 0.137 Home so ag 1947 8,743 12,995,391 119,326 — 
pren 1946 7,511 8,994,579 86,179 | 0.95 
1948 1,832 743,721 1,731 | 0.233 f| Electrical) 1945 6,192 9,768,670 66,182 | 0.677 
Bonmetal Mining & 1947 1,551 598,031 1,400 0.234 
Quarrying 1946 1,364 464,490 891 | 0.192 I Motor Vehicles 1948 1,353 13,518,485 76,157 | 0.563 
1945 1,263 355,443 711 | 0.200 ff & Equipment 1947 1,158 11,352,331 61,672 | 0.543 
(Except Elec- 1946 900 6,506,464 43,394 0.667 
MANUF ACTURING trical) 1945 620 3,064,573 19,566 | 0.638 
1948 | 116,746 197,115,165 1,940,855 | 0.985 fF 1948 1,056 3,721,641 12,198 | 0.328 
1947 | 112,184 177,776,973 1,724,136 0.970 | Transportation 1947 1,105 2,964,714 11,154 0.376 
Moral Manufacturing | 1946 | 98,131 136,906,012 | 1,364,776 | 0.997 J Sauipment (Except 1946 | 1,025 2,816,629 15,878 | 0.564 
1945 | 79,112 139,096,100 1,154,492 | 0.830 f| Motor Vehicles) 1945 1,102 16,998 874 30,790 | 0.281 
1948 11,195 31,352,322 366 ,868 1.176 Ordnance & Accessories | 1948 53 235,163 2,227 0.947 
Pood, Kindred 1947 | 10,842 30,409,163 336,985 1.108 
Products 1946 9,842 23,159,905 235,542 1.017 ff Scientific 
1945 8,728 19,257,319 203,855 1.059 meneatain,, Saale _ 1,672 1,908, 584 46,029 | 2.422 
- ’ 
1948 3,378 5,275,000 145,384 | 2.756 9] Watches & Clocks 
Bovenanee 1967 3,223 4,887,945 125,655 | 2.571 
1946 2,864 4,782,696 100,024 | 2.091 PUBLIC UTILITIES 
1945 2,591 4,396,028 96,051 | 2.185 
1948 | 25,225 28,531,681 84,419 0.296 
1948 225 3,029,333 77,011 | 2.542 "28 
1947 238 2,835,826 635802 | 2.426 | Total Public utilities | i247 | 32%a55 yy a 
Tobacco Manufactures | 926 216 2,605,148 54,286 | 2.084 1945 | 19,736 21,712,398 47,722 | 0.220 
1945 210 2,214,434 45,736 | 2.065 
1948 18,055 18,372,647 48,982 0.267 
Textile Mill Products| 1948 6,078 12,303,535 59,648 0.485 a saa 1947 16,880 16,716,712 41,592 0.249 
Transporta 0.202 
1948 | 14,672 8,353,352 62,959 | 0.754 a ered stone aah piled. 0.169 
appare & Products 1947 13,982 7,689,697 55,547 | 0.722 : - 
as Made from Fabrics 1946 11,714 6,646,884 42,665 0.642 1948 4,084 3,617,161 20,712 0.573 
- 1945 7,626 3,951,511 25,512 | 0.646 1947 37952 37155°223 187715 0.593 
) 1948 3,005 3,137,074 25,728 | 0.820 —- sor a reo rd hg aa 
’ , , , ° ‘° 
Leather & Products | 1947 | 3,092 34260374 22,809 | 0.700 ro TB Gon 
1946 2,825 2,808,19 18,579 | 0. Flectri 
; 1945 2,059 2,174,105 12,693 | 0.5041 cos Deiiitios 1948 | 1,275 6,371,146 14,518 | 0.228 
es 1948 651 3,323,048 % 846 1.109 
: Rubber Products 1947 635 3,381,057 »290 1.073 TRADE 
Ke 1946 561 3,085,120 32,010 1.038 
es 1945 453 3,332,230 30,404 0.912 1948 | 196,748 135,861,156 1,171,336 0.862 
¥ . ~ Sei Seite 1947 | 177,297 121,866,911 994,931 0.536 
‘ Lumber & Wi 1946 | 151,522 95 ,488,5 , . 
eS Products 1948 5,865 4,412,818 9,917 | 0.225 1945 | 120,948 65,741,655 571,952 | 0.870 
cept Furniture 
Furniture & Fixtures | 1948 4,327 2,428,299 21,977 | 0.905 WHOLESALE TRADE 
. 1948 2,556 5,920,257 23,754 | 0.4ul 1948 | 64,840 67,263,928 274,664 | 0.408 
7 Paper & Allied 1947 2,533 5,624,887 18,188 0-323 | rote) wholesel 1947 56,039 59,881,852 230,855 0.386 
< Products 1946 2,361 4,295,320 15,522 0.361 — 1946 47,657 47,118,314 217,162 0.461 
on 1945 2,087 3,524,741 13,054 0.370 1945 35,681 31,983,581 161,164 0.504 
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tions in the construction field; 50,456 corporations in the service classification: 
7.694 corporations in agriculture, forestry. and fishing: and 4,166 miscellaneous 
corporations. 
P For the year 1948, this report covers a total of gross sales and gross receipts 
oe of $395.565,320, and advertising expenditures of $3,465,984. This is 87/100ths 
of 1% tor advertising. For 1947 it was 85/100ths of 1%, for 1946 87/100ths of 
1%, and for 1945, slightly less than 79/100ths of 1%. 

In the tabulations here, figures are shown for gross receipts and gross 
sales for each of the four years for major industrial groups and for some 80 


Spent for Advertising by 594,243 U. S. Corporations 


subdivisions set up by the Bureau of Internal Revenue. In the finance, insur- 
ance, real estate classification, figures for “sales” embrace “total compiled 
receipts,” which includes interest, rent, royalties, capital gains, etc. These 
categories of receipts are not included for manufacturers, retailers, etc., be- 
cause they are incidental, rather than major operations. 

Next week, Advertising Age will present an analysis of this mass of data, 
with particular reference to the projection of the figures to cover the entire 
range of American business. AA will outline the various factors that must be 
considered in making any such projection. 


Number Gross Sales Advertising |# Sales Number Gross Sales Advertising Sales 
Year or & Receipts Expenditures | Spent Year of & Receipts Expenditures | Spent 
Returns (000) (000) on Adv. Returns (000) (000) ion Adv. 
WHOLESALE TRADE (CONTINUED; SERVICE (CONTINUED) 
1948 9,283 $3,791,162 $19,409 0.512 1948 5,810 $ 643,273 $12,665 1.969 
Comnission Merchents 1947 8,163 3,455,896 16,468 0.477 § Amusement 1947 5,195 606,621 11,493 1.895 
1946 6,800 2,403,366 12,262 0.510 | (Except Movies) 1946 4,578 572,261 7,928 1.385 
1945 5,318 1,691,142 7,056 | 0.417 1945 3,725 378 ,056 4,750 1.256 
RETAIL TRADE FINANCE, INSURANCE, REAL ESTATE 
4 1948 | 110,815 58,534,619 818,277 1.398 | Total Finance, 1948 160,643 15,474,469 97,163 0.628 
: oe 1947 99 ,036 51,981,219 692,229 1.332 | Insurance, Real 1947 |151,043 13,834,949 83,871 0.606 
1946 84,758 40,402,248 523,758 1.296 | Estate, Lessors 1946 |144,373 12,391,550 71,891 0.580 
1945 71,209 28,504,184 379 428 1.331 §| of Real Property 1945 {135,573 10,826,774 55,467 0.512 
1948 6,852 14,916 452 393,888 2.298 1948 37,098 5,600,905 61,742 1,102 
947 554 2 4 . Total Fi 1947 36,727 5,079,981 56,932 1.120 
General Merchandise =| ioe | 5,094 12}372,219 249,975 | 2.020) ** Finance 1946 | 34,975 4,944,422 48,782 | 0.987 
1945 5,327 9,607,931 188,110 1.958 1945 32,944 44236,429 38,345 0.905 
: _— rg aoe oa <_ 1948 14,872 3,581,934 39,263 1.096 
ne Food St 4 : 1947 4,911 3,347,652 34,667 1.03 
| ood Stores 1946 | 67459 "095 7820 35,578 | 0.439 § Panks, Trust Companies jo) | y/o 3,247,084 30,843 | 0.950 
1945 5,552 65023, 269 28,247 0.469 1945 14,856 2,860,573 24,649 0.862 
Pack 1947 2,282 319,078 1,504 0.471 f Credit agencies 
So 1946 27037 298/139 17383 0.397 I Other thee Banke 1948 13,240 840 ,686 18,305 2.177 
1945 1,727 213,162 713 0.334 
Holding & Other 
1948 4,905 1,455,404 29,88 1.324 J Investment 1948 7,500 1,003,284 1,559 0.155 
1947 4,589 1,254,052 15,2 1.217 | Companies 
—e aa 4,248 14,201,944 15,765 ie 1948 1,486 175,001 2,615 1.494 
1945 4,090 937 ,527 11,401 1.216 ‘ 
: ai.” | ae | im 161,056 2,616 | 1.624 
1948 14,818 5,316,528 134,629 2.532 & Dealers 1946 1,332 210,068 3,167 1.508 
Apparel, Accessories 1947 13,429 4,980,183 116,921 2.348 1945 1,237 214,311 1,974 0.921 
1946 12,058 4,551,738 95,748 2.104 
1945 10,220 3,411,901 72,365 2.121 1948 9,333 6,297,919 13,678 0.217 
Total Insurance 1947 8,643 5,536,658 11,622 0.210 
1948 9,165 2,259,773 67,140 2.971 | Carriers & Agents 1946 7,970 4,397 454 9,626 0.219 
Furniture, House 1947 7,588 2,094,526 51,798 2.473 1945 7,594 4,028,858 9,296 0.231 
Furnishings 1946 6,398 1,593,265 34,267 2.151 
1945 4,852 880,212 24,034 2.730 1948 2,hs2 $879,870 9,049 0.284 
1947 4 5,105,1 7,847 0.154 
ae 1948 | 14,005 2,039,895 13.400 | 046g me Cnetere 1946 2,126 4,072,176 6,696 | 0.164 
Drinking 1947 12,593 1,872,240 11,814 0.631 1945 2,002 3,779,253 6,872 0.182 
-— 1946 11,334 1,737,945 10,456 0.602 
1945 9,750 1,459,914 8,021 0.549 1948 6,881 418,049 4,629 1.107 
a Agents & 1947 6,388 431,489 3,775 se 
Automotive Dealers rokers 1946 5,844 325,278 2,930 0.90 
Filling Stations — | 294% | 22420 12,407,163 112,470 | 0.906 1945 55592 2495604 2,425 | 0.972 
Building Materials & Real Estate (Except 1948 | 108,101 32435945 21,641 0.667 
Herdvare — 95996 2,796,748 15,764 | 0.5640 Lessors of Real 1947 | 98,981 27925743 15,220 | 0.520 
Property Other than 1946 95,291 2,776,443 13,446 0.484 
SERVICE Buildings) 1945 88,751 2,323,437 7,779 0.335 
3 102 0.03 
: 1948 | 50,456 8,583,468 136,164 | 1.5869) Lessors of Real 1948 6,11 331,700 
Mien a 1947 | 45,975 8,078,287 125,973 | 1.5609 Property (Except 1947 | 6,692 ane 007 oi) con 
1946 39,648 6,992,964 98,596 1.410] Buildings 1946 6,137 273 1231 37 0.0% 
1945 35,107 5,718,775 76,270 1.334 1945 6,284 38 ,05 4 J 
{ 1948 5,827 1,409,246 19,330 1.372 CONSTRUCTION 
| Hotels, 1947 5 356 1,334,898 16,403 1.229 
Other Lodgings 1946 4,805 1,228,919 13,384 1,089 1948 23,480 9,227,554 20,741 0.225 
1945 4,234 1,031,281 10,168 rn 1947 20,287 6,929,018 159234 1 
—— 1946 15,849 4,220,122 9 0. 
1948 | 11,263 1,472,572 21,182 | 1.438 1945 | 12,834 2,871,727 6,044 | 0.210 
Personal Services 1947 10 ,005 1,359,734 17,497 1.287 
1946 8,868 1,147,032 13,859 1.208 
1945 7,953 945,958 10,871 1.149 AGRICULTURE, FORESTRY, FISHERY 
, oe Hy 4 1,915 ,856 10,094 0.527 1948 7,694 1,783,585 oe 0.494 
Busi. Service ’ 1,701,190 9,418 0.554) Total Agriculture 1947 7,329 1,595,525 8,44 0.529 
eae Sara 1946 | 7,476 1,400,583 6,993 | 0.4999] Forestry & Fishery | 1946 | 6,663 1,207,877 6039 | 0.2% 
1945 6,628 1,127,035 5,497 0.488 1945 6,152 941,340 5654 0.601 
1948 4,005 338,463 2,707 0.800 1948 7,021 1,714,350 8,702 0.508 
Auto Repair Services | 1947 3,553 317,773 2,059 0.648 Farm & Agricultural 1947 6,660 1,527,547 8,370 0.548 
& Garages 1946 3,109 247,119 1,188 0.4819 Services 1946 6,041 1,150,385 6,820 0.593 
1945 2,975 171,450 766 0.447 1945 5,637 884,706 5 595 0.632 
1948 2,086 246,323 1,626 0.660 1948 259 23,354 41 0.176 
uw , , . . 
seen ay rel 1947 | 2,140 212,072 1,437 | 0.678 1947 246 29,576 2 | 0.042 
& Hand Trades 1946 1,697 129,518 771 | 0.595 Forestry 1946 321 22,735 65 0.286 
1945 1,489 121,216 729 0.601 1945 261 14,674 3 0.020 
a : ~H waeevaes ae 2.986 1948 21, 45,881 72 0.157 
’ ’ 3.028 1947 373 38,402 64 0.167 
Motion Pictures 1946 | 4,278 1,817,140 4,07, | 2.6469 Fishery 1946 301 34,757 48 | 0.138 
1945 3,934 1,567,800 38,729 2.470 1945 254 31,959 56 0.175 


Entire contents of tabulation copyright 1952 by Advertising Publications Inc, 
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Borton Named ‘Mr. Advertising, U.S.A.’ 
by Milwaukee Ad Club as ‘Ad Week’ Ends 


Mitwaukeg, April 25—Elon G. Advertising, U.S.A., upon Elon 
Borton, president of the Advertis- G. Borton, president, Advertising 
ing Federation of America, was Federation of America, tor excep- 
named “Mr. Advertising, U.S. A.” tional service to advertising men 
by the Milwaukee Advertising and women everywhere, and 
Club last night untiring efforts to raise standards 

The special of advertising constructive 
plaque—the first force in America.” 
award ever given 
by the local club 


for 


a5 a 


which climaxed the 
week’ 


@ The dinner 
at- 


to a non-Mil- club’s “advertising was 
waukeean — was tended by some 250 members and 
presented at a guests, including representatives 


of the area’s schools and colleges, 
officials, labor and others 
speaker was Col. Willard 


dinner which cli- 
maxed the first 
“advertising 


civic 
Featured 


week" sponsored F. Rockwell. chairman, Rockwell 
by the club and Mfg. Co., Pittsburgh, who empha- 
other local adver- sized the value of advertising to 


business and the economy 

“As I look back over half a cen- 
tury of experience in business 
management,” he said, “I recall 
when I felt that our 
funds were wasted; 


tising Elon Borton 
tions 

The handsome engraved plaque 
read: 

“The Milwaukee Advertising 
Club hereby confers the title, Mr 


organiza- 


no occasion 
advertising 


ind, on the contrary, I have often 
pondered in retrospection just how 
much faster some divisions of our 
business might have grown if more 
money had been allocated for more 
effective advertising.” 

“Advertising Week” is expected 
to develop into an annual affair, 
as it has in other areas. The week 
started Monday with a luncheon 
meeting of the Milwaukee Assn. of 
Commerce, at which Wesley I 
Nunn, advertising manager, Stand- 
ard Oil Co. (Indiana) and chair- 
man of the Assn. of National Ad- 
vertisers, talked on “Advertising 
as a Tool of Business.” 

Other events included a guidance 
clinic for high school students held 
in conjunction with the Women's 
Advertising Club of Milwaukee, a 
host of local publicity stories and 
advertisements, and direct contact 
with various civic, fraternal, labor, 
school and other organizations. 

General chairman of the club’s 
advertising week celebration was 
Vernon S. Mullen Jr., advertising 
manager, Miller Brewing Co. Bert 


“But Daddy, you told me last night how the Des Moines 
Sunday Register covers all lowa.” 


This story doesn’t start, “once upon a time.” It happens 
every Sunday in Iowa! 

Picture $00,000 lowa families taking to their easy chairs 
for the big reading event of the week: the Des Moines Sun- 
day Register. These are both town and country families— 
the best spenders of all in this 342 billion dollar per year 
market that tops cities like Philadelphia or San Francisco in 
buying... and earns better than any other farm state on earth. 

County coverage is like this: the Des Moines Sunday 
Register provides 50% to 100% family coverage in 79 out 
of lowa’s 99 counties. In 12 counties more, coverage is from 
40% to 49%. And it's at least 21% in the few others. 

Now you can see why the Des Moines Sunday Register is 
7th in general advertising among a// Sunday newspapers. 
Milline rate: $1.86. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 
Daily, 371,459—Sunday, 536,752 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 
Represented by: 


Scolaro, Meeker & Scott —New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


had I 


Advertising Age, April 28, 1952 


Newspapers carried $513,000,000 in national advertising in 1951— 
$14.000,000 more than in 1950. But the American Newspaper Pub- 
lishers Assn. members who attended the annual meeting were more 
reflective than exuberant. The reason? Rising costs. Page 1 

For years, advertising men have discussed and debated the question 
of “What percentage of sales are spent on advertising?” In this issue, 
ADVERTISING AGE presents a tabulation based on Internal Revenue 
Bureau data, showing the dollar volume of corporate advertising 
expenditures and the relationship of these investments to 
sales P eer ey ..Pages 2, 3 

Television is cutting into other media, according to Magazine Adver- 
tising Bureau’s revised third report (covering the last six months of 
‘51) on TV advertisers and their expenditures. The report says that 
newspaper supplements are off 25.2% and network radio is down 


Supply Corp.—dubbed the freezer-food plans “phony,” the Hotpoint 
sales manager declared his approval of the freezer-food plans. De- 
tails on the circumstances surrounding the shift appear on ..Page 30 
TV repairmen still are fuming over Huber Hoge & Sons’ book on the 
tender art of repairing television sets. Better Business Bureaus in 
several cities have been asked to look into the ad claims for the 


National Tax Equality Assn. and details the arguments on both sides 
of the co-op tax issue on apr Per erer ...Page 40 
What should agencies and advertisers know about each other before 
they exchange their “marriage” vows? And what must each party 
do to maintain a mutually satisfactory agency-advertiser relation- 
ship? General Foods’ Clarence Eldridge outlines his ideas on the 
subject. make ee Ke ; 
The man who pioneered the therapeutic use of chlorophyll would be 
“horribly upset” over the manner in which the substance has been 
commercialized, according to his son. AA tells the story of the for- 
gotten man of chlorophyli—Dr. Benjamin Gruskin—on ....Page 51 
Advertising costs now are 38% below 1941 levels, according to Arno 
H. Johnson of J. Walter Thompson Co. Mr. Johnson contends this 
is true because of the increased purchasing power reached .. . Page 52 
“The only way an advertiser can really know and control what he 
says to people in other countries” is to write export ads in English 
first, according to Andrew B. Meldrum of Meldrum & Few- 
smith Page 58 


REGULAR FEATURES 
Advertising Market Place ... .56 Getting Personal .. 
Information for Advertisers .. 


Along Media Path ..... .53 56 
Coming Conventions 37 Mail Order Clinic .... — 
Creative Man's Corner 44 Giitmarios .......... .39, 59 
Department Store Sales .24 Photographic Review . 60 
Editorials Fee 12 Rough Proofs ; .12 
Employe Communications ... .45 Salesense in Advertising . 46 
Eye and Ear Department 46 This Week in Washington 64 
Farm Publications Linage ... .48 Voice of the Advertiser 50 
Gittins, Bert S. Gittins Advertising Roosevelt Joins Weintraub 

Agency, is president of the club. Curtis Roosevelt, formerly in 


The Assn. of Commerce presented 
a scroll to Mr. Gittins at the 
luncheon in recognition of the con- 
tribution of advertising to the de- 
velopment of the community. 


charge of Signal Corps contracts 
for Emerson Radio & Phonograph 
Corp., New York, has been named 
to the executive staff of William 
H. Weintraub & Co., New York. 


to US 


The making of process color plates 
is a man-size engraving job. Over the 
years we've perfected our techniques 
in this fascinating work; indeed, we 
take our hats off to nobody when it 
comes to faithful color reproductions. 

Happily, many users of color agree 
that we know our “stuff.”” They turn to 
us for color as well as black and white. 


Are you familiar with our service ? 
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14th of a Series 


Nothing but NUGGETS!. 


If you're prospecting for best customers . . . you'll always hit pay dirt 
in the Herald Tribune Quality Market—an ultra-productive 


gold mine that yields nothing but nuggets! . . . assays five billion 


SR RIAA MR RE A NEAT tS ome ee spnestesenuauennimmessennneeee: 


dollars in income a year! The Herald Tribune Quality 

Market is an audience of people with higher incomes, exceptionally 
large savings, impressive security and property holdings. . . 

the people who buy not only high-priced merchandise, but buy 
heavily at all price levels. They have more wants and needs, 

too... can afford to take buying action. Find out about the New 


York markets mother lode... and how you can mine it 


Herald Tribune families carry a 
$7,750,000,000 in life insurance of profitably, in the Herald Tribune! 


all types. 


Two out of every three Herald N EW YO RK 


Tribune families have incomes of 


$5,000 or more a year. ¢ 
Herald Tribune families make era T1 une 
27,000,000 shopping trips a year 


Herald Tribune families have 
1,400,000 department store charge 
accounts 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis of 
© newspaper's oudience. For further data, write to Herald Tribune Market Research Department, 230 West 41st Street, New York 36, N.Y 
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Canco Promotes Henschel 
George F. Henschel has been 
promoted to manager of the beer 


TV Begins to 


division of American Can Co.'s gen- 

eral sales organization in New Aff tOth 
York. He succeeds John J. Ver- ec er 
trees, who has retired. Mr. Hen- 


schel has been with Canco since 
1930. 


Media: MAB 


Most TV Advertising 
Represents Additional 
Ad Outlays, Study Says 


New York, April 24—Television 
continues to represent an addition- 
al advertising investment for those 
companies using it, but it has be- 
gun to affect competitive media—| 
notably Sunday supplements,’ 


Multi-Ad Services, Inc. 
105 Walnut, Peoria, Ill. 
REPRESENTATIVES WANTED 


which are off 25.2%, 
radio, off 5%. 

That's the kernel of the findings 
of the Magazine Advertising Bu- 
reau, which this week brought up 
to date its third report on TV ad- 
vertisers, and their expenditures 
in other media measured by Pub- 
lishers Information Bureau. 

The current report, for the last 
six months of 1951, shows that 183 
national TV advertisers spent $72,- 
265,510 in TV (up 194.9% over the 
last six months of '50), $65,748,022 
in network radio (off 5.2%), $86,- 
694,657 in magazines (up 0.5%) 
and $15,019,564 in Sunday news- 
paper supplements (off 25.2%). 
Their total expenditures were 
$239,727,753 (up 19.7%). 

When the 183 TV advertisers 
were examined individually, it 


and network 


turned out that 162 had used maga- 
zines either in 1951 or 1950, 91 used 
network radio, 117 used Sunday 
supplements. Magazines had 90 ad- 
vertisers showing gains, 72 showing 
decreases; network radio had 39 
showing gains, 52 showing decreas- 
es, and Sunday supplements had 47 
showing gains, 70 showing decreas- 
es. 


® The third study differs from the 
others in that it shows some defi- 
nite changes in media patterns. 
The first study, covering the last 


six months of 1950, compared to! 


the same period of 1949, showed a 
substantial gain for magazines 
among TV advertisers, a small in- 
crease for network AM, and a 
sharp 20% rise for Sunday supple- 
ments. 


“They spend the most 


where the most is spent” 


Advertising Age, April 28, 1952 


The second study covered the 
first six months of 1951, compared 
to the first half of '50, and found 
a small rise in magazine advertis- 
ing. Network radio expenditures 
stayed about the same, and there 
was a decrease in the expenditures 
by these advertisers in Sunday 
supplements. 

In the second place, MAB dis- 
covered that TV’s turnover is about 
25.2%. 

Recalling that TV is still in the 
“shakedown cruise” stage, records 
show that there were 131 advertis- 
ers spending at least $20,000 in 
network TV advertising in Janu- 
ary and February, 1951. Of this 
number, 33—or 25.2% —did not use 
network TV advertising during the 
first two months of 1952. 


@ It’s possible that some of these 
companies abandoned network for 
spot TV—but in so doing, they 
passed out of measured media. 
The 33 companies are listed be- 
low. But MAB points out that more 


| Bonafide Mills 


| companies started programs during 


the winter, so that the total number 

of TV network advertisers was 152 

during the first two months of 

1952, thanks to 54 new advertisers. 
Here’s the list of drop-outs: 

American Dairy Assn 

American Safety Razor Corp 

Anchor Hocking Glass Corp 

Armour & Co 

Arnold Bakers Inc 

Bigelow-Sanford Carpet Co 

Ine 

Bond Stores Inc 

Bulova Watch Co 

Bymart-Tintair Ine 

Campana Corp 


Congoleum-Nairn 


| 

| | 
; 
‘ Copyright 1962 
i The New Yorker Magazine. Inc. 
; 82° of THe NEw yorken’s U.S. circulation is concentrated in the 41 city-trading areas 
é where most of the retail dollars are spent. Top stores in those rich areas have 
x proved (by checking charge accounts) that New yorKER subscribers are top spenders. 
They are perfect prospects for all luxuries, in- 
38 . ,T 
cluding travel. They go to the best places in THE 


They spend the most where the most is spent. 


the best style... which explains why THe NEw 
YORKER Carries more over-all travel, hotel, and 


resort advertising than any other magazine. 


NEW YORKER 


No. 25 WEST 43xn STREET 
NEW YORK, 36, N. Y. 


SELLS THE PEOPLE 
OTHER PEOPLE FOLLOW 


Consolidated Cigar Co 

Distillers Corp.-Seagrams 
‘(Heed spray deodorant) 

Emerson Radio & Phonograph Corp 

Factor, Max 

Food Store Programs Corp 

General Shoe Corp 

Househoid Finance Corp 

Hudson Motor Car Co 

International Latex Corp 

Kroger Co 

Landers, Frary & Clark 

Mohawk Carpet Mills Inc 

Motorola Inc 

Nestle’s Chocolate 

Packard Motor Car Co 

Prudential Insurance Co. of America 

Quaker City Chocolate & Confectionery 
Co 

Seeman Brothers Inc 

Time Inc. 

U. S. Government 

Wildroot Co 


Ltd 


Squirt Co. Promotes McKellar 
to S.M., Hoffman to A.M. 

Squirt Co., Beverly Hills, Cal., 
maker of a carbonated grapefruit 
beverage, has promoted Hugh Mc- 
Kellar to sales promotion manager 


Corl Hoffman 


Hugh McKellar 


and Carl Hoffman to ad manager. 

Mr. McKellar has been with the 
company in sales and advertising 
since war service, most recently 
as assistant ad manager. Mr. Hoff- 
man has been in sales and promo- 
tion werk since 1942 and most re- 
cently was a district sales manager 
Before joining Squirt, he was with 
Frankfort Distilleries Corp., and 
Florsheim Shoe Co. 


M-E’s Clark Returns to N.Y. 

Henry P. Clark, v.p. of McCann- 
Erickson, has arrived in New York 
to assume new responsibilities in 
the agency's international depart- 
ment. The dean of M-E’s Latin 
American overseas staff, Mr. Clark 
was manager of the Buenos Aires 
office for 17 years and co-founder 
of the Brazil, Chile and Uruguay 
offices. 


Priebe Named Media Director 

John A. Priebe, formerly with 
Allis-Chalmers Mfg. Co., Milwau- 
kee, has been named media direc- 
tor of Reincke, Meyer & Finn, Chi- 
cago, effective May 1. He succeeds 
Robert A. McKericher, who is 
moving his family south to benefit 
his wife’s health, 
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IRST in Philadelphia... by an ever-widening margin! 


Now in its 19 Consecutive Year of Total Advertising Leadership in Philadelphia! 


The Philadelphia Mnquirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longocre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodword 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Gorfleld 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 


lot 9 UE GL ie ES! Os Sagi,” ee Tihany he gee See RR ain ° | eee lamisil) ot ‘s we é PM SrieA try 4k oe 
ra cg Aa 
: pass nisi, Ee 
; ces. ie cnt Saline ee ees 2 ee ; ae ies ; PN elaeaere Pia ee 
: ae ee a eae a ah 
a BA oy Bahia ple ae pot oa hare: ieee uae ant eee 
E ee Sere fica Os Ree rs ‘ toe i TESS ae Ben, 
5 c. 4a — ears ue § a e oe 
¢ 35 a eee tg Fe ceeG 
; SE ac re Sane 7 ga tare 
aS Crk aie maa [ae 67 Bees > ye a 
: ao, ee | g ek “Ek eon 
Dome oe e ee : a ¥ Bier. eet 
; em ak: ae Se “Sage oat 
Serene a ss es, eu ee Ok ie 
hy : 8 eg . ae mene “o ie ; ie. eee cae er, 
or Saas - A ao wee oe cae 
Bat aay . P 4 a teh Ms ah Greens a 
a: q : : 7 Ss ee BE aa ee 
hae Be : : Bo ey see 
- ‘dali = & aa tae 
a ee : 4 mae, aes 
= ele 4 ; «aaa eS, 
" ae & & - et Uyae: 
a 7. aa es ~ oe 
eo - ®. ao: alia a, iene eck 
= > ae = . Oe er 
: : eae as as: | eee ee re 
= Nn a. is te ete Fa 
pet 2 Be ee eg pee 
‘ ML Se _ / ° ‘7.2% eh . 9 ae ee 
: ‘are. ~ * ee Bid eh Rages 
; Be ta : fee ay : eT: gt ate at 
cy me a x. ¥ bs + i] te . 
. 2, ea i= a ad L gil soi reek: gre oo ee 
.. Jo - i ( d -* BS tn ica ee ve ee 
an es ¥ am : ee Lew he eared hd 
ns Bs mest x3 _—— 4 —" : Se Soa Be NS 
: mee eS! a" ; ea ye 
a Boe. a ae eee ; o ee eae Fo 
] e. . } ae Bag ie ¥ Shae a Sag Se reat has 
. ae a oe ae : ee ei aie ae ae 
a nL Fan EIN eo SMS ee es Sy a os 
i ps: gs a ae : ies to Mis } 7 ‘i bee siege i ae x ‘ 4 es eek ts Arnie 
La ie oe | es ne ES eae Ran ae a ar ae aps 
Piet < ik ra Phe Nee eds a “Ss ye faites as ees es aa : a 4 ee SF 
pies 5 Take af8 ee aa E eee eee a ae ‘ 9 Cen s ee 
Pie, ay: ee ‘ee, ees ee es ee 2 y.* he a fas “e aa 
Be ae ee Cee ee 2 er ee peek 
ho ae eo a ye > aes Warns 
eee a en See - “ihet 3 aaa eins 2) 
4 ee a ce cota bs 2 ee. “s 2k ee 7 
ae ye ee 5 a ‘ ) oie : = 
5 om ee me _ eee a ‘ 
Da A = “ ta » y Bg ca c é 
‘ nie < Meee ey en 
[ r t "ind / Pe. res ea ie 
Resse: © ° Die aaa 
@ . : i ql i , ‘ ; ae rs & % 
4 oa ee . % fae raga 
mY 4 : my “3 eal A ae 
: , | i is 5 (aor 
co -. { 4 Bc tree 
tea ‘ , Bae . | 24 pape - > 
| pee i or cree 
eae ; Py Wh Je the / o oN 
f > ae / = a eg 
: ae yaa "= ’ ea ¥ i a [o$s: + ma . : mY 
it i a): | ri Be ~ “tu 4 este “es 
et , Roa PAG 4 Py a ices Bate 
oe a ie, 8 tes (a eee ESS 
f Saas me . : t ' a . 3 Sa ae ras > Foe 
a oo Sea ae ae aa . rhe « ‘i gee 6. _ Ry ae pitas 
Avie, ra 2 re he t ‘ % “ahae i ae | nea 
: peas eee “¢ A) ee : 5 a 72 ee Seas 
se hoe a ae “tie mY Ceepceee: | | ae bare Pa MMR es, ae 
{ Seg 3. ee — oe a : “ Ne ne " a. os ses ae 
; eer oe ae Z (ee : Tie os, eee 5 aoe . te RS Bs ee Nea 
Be ee, ee é i. eee, 2 q sais 22 - er ar 
Ri sa re a eRe a = Gee : en ; a eee 
Bc epee. Se MS ae, tt a oe 4 a mee es 
‘ Pte ae Ss. : : Sameera SY. oie: a } & * ‘ a ee SD “ieee 
a ee ae ee See te ' 5 oa SoS, ees 
zs | bale bee ie Boe Jao Bess) Bt. ert Fiat pei: ae ee 
Be he is ‘ : er Mag ee coat) ‘ 
| ' eo = ; ee i eae 
tg : . s os ; eae re ie i tre 
e : : a cs bay 4 
rhs Tas”. eee 
rl U : ‘ 4- Soke 
’ 5 " , - PASS 
Hiv a ll Le 
& oe : F) nie sia ¥ 3 
: _ q (085: MG 
, “a a <G " 
; £ re a, re 
4 Bs os ie 
7 , > t } e ee ee 
: 5 ie | Bee se | 
{| —_ ; ie pois! 
| ——— : e o. : act 
i : ——? . a 
i ge ° Nn _ ES ; = ‘4 
roan es a po 5: Gai: 

f ey Fe pe é z 

3 { £ ag. if y 4 , on { - “ 
i } Z a =e : . a ~ - | ae 
3 oe = Mia - — @ ee) vd aia 
| Be eee Lae ‘4 s eee, : + zai 
~ Dip 4y » 

1 : “~ . ee ae oa oe 
f — — — , = _— —_ ¢ + 

3 ries 
So : 
‘ 4 2 ‘yard of 
—— eis 
; "eet, 
ee ; sf 
i oy wee 
See 

tS ae 

4 teeta § 

I Yama oY 
Ain 
rae 
Ret tas 
ee wee? 
= 

t aie 
- @ as Fe ‘ 

? fd 

i 

i Bye OT 

t) -¥ - 

’ eer 
a ~ . i he 
i , é z Ce i 23 i . 4 cece ay. 5 

me: eet gees | ee ee ee a ee — eye eee OR 2) ae ; } - LEE ge IS a 
gi Supe) ee ON ae ees =— cans atc eae a Bite... camer etre “ 
<—— Cues <a 8 ae faa a 4 Ca Cee te Paes 0 ae ee, ee Stik cc 2% 


Mactadden Says 55° 


New York, April 23—As of Jan 
1, 1952, 30.5% of American fam- 
ilies were clustered in the $3,000- 
$4,999 income group and 55% 
were found in the $2,000-$4,999 
bracket. 

This breakdown is shown in 
Macfadden Publications’ annual 
estimate of: family distribution by 
income groups. The gradual shift 
from lower into higher income 
groups continued during 1951, but 
the report notes “the pace was 
somewhat slower than in the two 
previous years.” 


NATION-WIDE FIELD SERVICE 
USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Re 
porters provides effective way to obtain 
on-location photos, case histories, stories, 
testimonicls and releases. Write 

SICKLES PHOTO-REPORTING SERVICE 

38 Park Place, Newark 2, N. J. 


of U.S. Families 


Are in $2,000-$4,999 Income Bracket 


The $3,000-$4,999 class had the 
biggest increase, a 1.4% gain. The 
above-$5,000 group did not change 

proportionately. A total of 3,- 
706,000 families, or 8.8%, still make 
less than $1,000 a year. 


® Total personal income at the 
end of the year was at an annual 
rate of $258.6 billion, a 5.8% in- 
crease over 1950. The Macfadden 
report wage and salary re- 
ceipts which rose 10.3% made up 
two-thirds of this total. 

The savings spree of 1951 is un- 
derlined in the report. Income rose 
even after adjustment for the in- 


says 


crease in taxes. But it was ac- 
companied in December by a 26% 
gain in the amount of money 


saved by private individuals since 
the first quarter of 1951. At the 
same time, personal consumption 
expenditures—which were 96.4% 
of disposable income in the first 


Mactadden Estimate of the Distribution of U.S. Families 


by Income Groups as of Jan. 1, 1952 


“ge “ge “ce >” ug” 
ALL US. $5,000 $3,000— $2.000— $1,000— Under 
FAMILIES & Over 4,999 2.999 1,999 1,000 Total 
Per cent 
1/1/52 17.0%, 30.5% 24.5% 19.2% 88% 100.0% 
1/1/51 17.0 29.1 24.3 2 9.4 .0 
Number 
1/1/52 7,213,000 12,912,000 10,347,000 8.147.000 3,706,000 42,325,000 
1/1/51 7,069,000 12,145,000 10,154,000 _ 8,417,000 3,938,000 + —_ 41,723,000 
Change 144,000 ~~ 767,000 193.000 —270.000 — 232,000 602.000 
URBAN 
FAMILIES 
Per cent 
1/1/52 19.4%, 39.2% 21.1% 14.1% 6.2% 100.0% | 
1/1/51 4 35.1 21.7 17.1 7.7 100.0 | 
Number 
1/1/52 5,349,000 —:10,793.000 5.796.000 3,880,000 1,693,000  27.511,000| 
_V1/51 4,990,000 9,527,000 _5.878,000 4.632.000 2.093.000 27,120,000 
Change 359,000 1,266,000 — 82,000 —752.000 — 400,000 391,000 


quarter—declined to 91% by the 
end of the fourth quarter. 

interest and dividends—which 
rose 33.9% in 1950—were hit hard 
by the new tax law. The Macfad- 
den report says “corporate income 
and excess profits tax liabilities 
increased from 45% to 60% 
profits before taxes.” This left 


of "7 


| 
profits after tax $5 billion lower 
than in 1950—a loss of 17.2%. 


s While the number of production | 
workers in manufacturing de-' 
creased by 1.1% in December, av- | 
erage earnings of workers in in-| 
dustry went up 5.4%. The survey | 
found the average production! 

| 


- 
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PAGE SIZE OF 850 LINES. 


Thitteen weekly newspaper magazines featuring The Local 
Touch for highest reader interest, greater advertising value 


EFFECTIVE JANUARY 4, 1953... 
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( LOCALLY-EDITED GRAVURE MAGAZINES 


ee 


TOTAL CIRCULATION OVER 3,203,000 COPIES WEEKLY 


Fer turther information contact eny of the following representatives 
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WILL ADOPT STANDARD SUPP 


COLUMBIA STATE 


NEWARK NEWS 
DENVER POST 


COLUMBUS DISPATCH 
SAN ANTONIO EXPRESS 

ST LOUIS GLOBE-DEMOCRAT 
SALT LAKE CITY DESERET NEWS 
ATLANTA JOURNAL AND CONSTITUTION 
NEW ORLEANS TIMES-PICAYUNE-STATES 
LOUISVILLE COURIER. JOURNAL 

THE NASHVILLE TENNESSEAN 

HOUSTON CHRONICLE 

INDIANAPOLIS STAR 


| soluble 


Advertising Age, April 28, 1952 


worker in manufacturing earning 
$67.36 per week in December— 
$3.60 more than January, 1951. 

As for the farmer, the report 
says he “appeared to fare rather 
well in 1951, as cash receipts from 
the farm market rose 15.1% over 
1950.” 

The report notes that its over- 
all estimate of family income may 
be lower than other surveys be- 
cause it only includes farmers’ 
net cash receipts and does not 
measure their “income in kind.” 


Two Chlorophyll 
Firms Bought by 
Archer-Daniels 


(Continued from Page 1) 
that his company will concentrate 
its entire efforts on an expanding 
research program and on the pro- 
duction and marketing of water- 
chlorophyll compositions 


| under its patent and pending pat- 


ents. 

A-D-M President T. L. Daniels 
has announced the formation of a 
new chlorophyll division headed 
by Donald G. Carpenter, formerly 
president and general manager of 
Keystone. Headquarters will be in 


| Minneapolis. 


| expanded 


{man & Co., 


R. W. Greef & Co., New York, 
will continue as sales agent for 
the Bethlehem plant. Charles Bow- 
also New York, is 
sales agent for A-D-M’s Neodesha 
chlorophyll production. 


el. W. Hoff, assistant advertis- 
ing manager for Colgate-Palmol- 
ive-Peet Co., confirmed reports 
previously published in ApDvVERTIS- 
ING AGE that C-P-P is soliciting 
orders nationally for its chloro- 
phyll toothpaste. No delivery dates 
have been given and it’s still any- 
one’s guess when Colgate will go 
national. 

In the meantime, Colgate has 
its chlorophyll “test 


| market.” New cities include Day- 
'ton, Providence, Rochester, N. Y., 


Bronhom Company. Cresmer and Woeedword. 


Jann & Kelley, John Budd Compony. Kelly-Smith Company, O'Moro & Ormsbee, Scolaro, Meeker & Scott, Moloney. Regon & Schmitt 


Syracuse and Toledo. 

Druggists Distributing Service 
Inc., a New York outfit, is bring- 
ing out a 49¢ chlorophyll tooth- 
paste in the local market. So far, 
this company’s paste is unlicensed 
although negotiations with the Ry- 
stan Co. are in progress. 


@ Already involved in legal ma- 
chinations with its patent invalid- 
ation suit (AA, April 7), Block 
Drug Co. is now considering apply- 
ing for its own patent to non-stain- 
ing water soluble chlorophyll. Cur- 
rent Amm-i-dent chlorophyll ad- 
vertising makes much of the fact 
that it doesn’t stain toothbrushes 
and will wash out of towels. At 
press time AA was unable to de- 
termine just how far these pro- 
ceedings had progressed. 

Probably no one is watching the 
progress of the civil actions aimed 
at voiding Rystan's patent with 
greater interest than Lever Bros. 
Co. It has a license, of course, al- 
though it no longer is “exclusive” 
(AA, April 21). Significantly, this 
license is up for renewal on July 1. 

The Rystan patent was bought 
outright from the Lakeland Foun- 
dation in 1950. Elsewhere in this 
issue (Page 51) the purchase date 
is incorrectly reported as 1945 


Internship Program Set 

The Council on Radio-Television 
Journalism Inc., Washington, has 
announced its 1952 radio-television 
internship program. Under terms 
of the program, university faculty 
members teaching radio and tele- 
vision journalism will work in se- 
lected radio and TV newsrooms. 
Grants made by station operators 
to the council support the program. 
Purpose: To give the teachers 
practical experience they can pass 
on to students. Internes work on an 
“average fee” basis. 
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greatest 
“peep” show 


on earth 


Midwest Farmers Produce 
Quarter Billion Chicks, One-third 
of All U.S. Eggs 


“Now showing” in the Midwest theater is the 
greatest ‘“‘peep’”’ show on earth. More than a 
quarter billion chicks, all peeping their lungs 
out, have joined the show’s chorus since spring 
hatching began. 

It’s a production that can be of major im im-4 
portance to you and your Midwest deale 
because: 


@ One-third of the entire United States supply of 
eggs is produced in the Midwest. 4 


@ Chickens are one of the reasons Midwest ate 


average twice the income of farmers in the other 
40 states. 


@ 1,282,060, or 8 out of 9 farm families, depend| z 
upon localized Midwest Unit Farm Papers as_ ‘ 
their chief source of farm-and-home information. 


MIDWEST FARMERS ARE BIG BUYERS 4 


In all but a handful of the 665 counties in the 
8 Midwest states rural population predom- 
inates. Farmers are in the money and in the % 
market for everything it takes to operate mod- 
ern farm-and-home establishments. That’s : 
why farm trade comes first with so many Mid- 
west dealers . . . why, in a recent survey, 3 out 
of 4 said they prefer to see advertising of the at 
products they sell concentrated in Midwest 4 
Unit Farm Papers. Buy the Unit—one order, 
one plate at a substantial saving in rates. 


OP TE ee, 


. 


OFFICES OF MIDWEST REPRESENTATIVES AT: 
250 Park Avenue, New York. . . 59 East Madison Street, Chicago 
Russ Building, San Francisco. . . 1324 Wilshire Bivd., Los Angeles 


IN THE MIDWEST, FARMING IS BIG BUSINESS... AND GOOD LIVING 
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Supermarket New 


THE NATIONAL FOOD WEEKLY NEWSPAPER 


follows the pattern of | 


WOMEN’S WEAR DAILY DAILY NEWS RECORD 
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upermarket 


Wide editorial assortments . . . open display . . . quick news pick-ups 
. maximum accessibility for self-service . . . impulse buying in 
high gear. 


SUPERMARKET NEWS will alert you to many important things in 
each issue . . . full news coverage well in advance (we close the 
morning we go to press). Whatever the news does to your mental 
reflexes, you'll get it all in SUPERMARKET NEWS—without cam- 


ouflage or reservations. 


That is the pattern of all Fairchild Newspapers and that includes 
Supermarket News also. Fairchild papers served 141,379 subscribers 
in 1951—all A BC. They paid approximately $1,500,000 for sub- 
scriptions alone. They bought 24,000,000 lines of advertising. The 
news columns of Fairchild mean large reader traffic and top reader 


confidence. j 


SUPERMARKET NEWS will be the vital medium of communication 


among food producers, processors, and retail distributors. 


Take advantage of our introductory subscription offer—$1.00 a year. 


ee st 


Supermarket News 


A Fairchild Publication 7 East 12th Street, New York 3,N.Y. 
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Advertising Is Still Inexpensive 
On Page 52 of this issue ADVERTISING AGE prints a letter from Arao 
H. Johnson of J. Walter Thompson Co. pointing out the spec.al 
Significance of the advertising cost figures which Melvin Brorhy 
worked up for the American Assn, of Advertising Agencies. 

Mr. Johnson shows that, while advertising costs have advanced 32% 
"Since 1941, in relation to consumer disposable income they have 
actually decreased 38%. 

“As we approach the time when advertising must increase in im- 
portance as an economic force to educate our population to the higher 
Standard of living to offset drops in defense expenditures,” says Mr. 
Johnson, “it would seem important that someone call attention to 
the low cost of advertising. The fact is that this powerful tool is 
@vailable at bargain rates compared to prewar.” 

; This approach is not a double-talk gimmick. It is sound, sensible 
Nbookkeeping fact. There are at least two statistical bases for evalu- 
Ating advertising costs. One is the conventional one, most frequently 
‘i used, which relates the cost of a unit of advertising to the number 
mi advertising messages delivered. 

Che other, which Mr. Johnson so ably outlines, adds another—and 

@ very 


important—dimension. 


It relates the cost of a unit of ad- 
Vertising to the number of advertising messages delivered, multiplied 
by the ability to buy of those who get the messages. 

ro oversimplify: It cost X dollars to reach 1,000 consumers with 
# message about an automobile in 1941. Ten per cent of them, let us 
S.uy, had enough income to make them valid prospects for the auto- 
mobile. Now it costs 32% more dollars to reach the same 1,000 con- 
Sumers with a similar message. But the disposable income of the 1,000 
consumers has risen more than 100° since 1941. As a result, 20% of 
them now have enough income to make them valid prospects for the 
automobile, Disregarding entirely the change in the unit price of 
the now much ef- 
fective buying power with his advertising as he did in 1941, at an 
cost of 32%! 


The principle stands out pretty clearly: 


the automobile, manufacturer reaches twice as 


increased dollar 


In assessing advertising costs, the purchasing power of the audi- 
ence must be taken into consideration, as well as the cost of delivering 
the messages 


Promotion for Schools and Colleges 
We published an interesting littl 


of Iowa State College. The 


promoting its engineering courses w 


n last week about the pro- 
motion ge has developed a folder 
it sends to all graduating 
high school seniors in the state. The appeal is built around the work 
and advancement possibilities for trained engineers. 

Schoo! and college advertising for students is certainly not new 
Hundreds of such institutions advertise regularly and consistently, 
and have for many years 

In 


which comes 


general, however, such advertising is on a plane 


than 
Now, with male enrollments in most 
colleges at relatively low levels, and no evidence of any pickup for 


dignified 


much closer to supplying catalogs to inquirers 


it does to forceful advertising 


several years, it might be a good idea for educational] institutions to 
revise their thinking about promotion 
Much of it could be better than it is. A great deal of it could be 
more specific and more informative, and some of it could be more 
attractive. But after through 
hundreds of college catalogs and pieces of literature with our about- 
to-enter-college daughter, is that very little of it is adequately de- 
Most of 
it, including the complete catalogs, is too detailed, and makes for 


our personal observation, wandering 


signed to do the necessary first-step job of making a sale 


confusion in the first-step phase of trying to pick a school 
And practically none of it is ever followed up 


“That's what | said. 


Advertising Age, April 28, 1952 


Rough Proofs 


“Doctor says nude women can 
pep up medical displays,” a news 
story says. 

Who's going to do the clinical 
research? 


Anatomical displays at medical 
conventions are of course quite 
professional, and at the same time 
give the docs a chance to develop 
some of their broader interests. 


Red Skelton says that when 
President Truman threw out the 
first ball at the opening of the 
season, he got so much applause he 
wanted to pitch the whole game. 


“Although the Guinness cam- 
paign won kudos, Tom Johnston, 
/then a v.p. of Hewitt, Ogilvy (he 
lhas since left the agency), re- 
ported it was not producing sales.” 

Any questions? 

—Electrical Merchandising 
No antenna, please.” e 


| “If television ever takes over 


What They're Saying 


social gatherings,” says Jack Mab- 
ley, “we really will be in danger 
of becoming a nation of popeyed 
automatons.” 

Who respond only to “What’ll 


There Is a Way | 

There is a method by which any- 
one can produce good creative 
ideas. In a way, it is a simple for- | 
mula—almost like the advice you 
get from a golf pro, who can im- 
prove your game by showing you 
where to place your left foot, or 
like the advice of an old fisherman, | 
who can show you how to improve 
your cast by placing the thumb 
properly. 

Is this a secret method? Some 
new copyrighted scheme or plan? | 
Is it a gadget to buy, or a corre-| 
spondence course to take? No, it is} 
simply this: if we can understand | 
the process by which an idea de-| 
velops, and if we can develop de- | 
liberately the ability to follow this 
process more effectively, we will 
| produce better ideas and more of} 
| them. In other words, we can give} 
| ourselves a period of mental train-| 
| ing to produce ideas much as a 
|champion athlete gives himself a 
| period of physical training tol 
achieve a new sports record. 

Jack DD. Rittenhouse, manager, 

Houston office, Darwin H. Clark Co., 


reported in Southwestern Advertising | 
and Marketing | 


‘Peat Moss Restores Sanity 

There was a twinkle in the Old 
Promoter's eye (the good one) 
when he dropped in today. “My! 
mind is at ease for the first time 
in years,” he said 

“You know, of the high 
crimes of American advertising 
writers is the dangling compara- 
tive,” he went “They write 
that their product is cheaper, 
smoother, firmer, softer and they 
say it offers more enjoyment, more 
pleasure, more security, but they | 
never say what is at the other end 
of the comparison. 

“After a few hours of reading 
the ads, I find myself mumbling 
to myself, ‘Gibbicks are cheaper 
than what? Zubbubs are chewier 
than what? Pippips give me more 
pleasure than what?’ It has become 
an obsession with me. You know 
how sometimes a jingle or a tune 
gets lodged in your mind and 
keeps running around in circles 
until it drives all sense out? That's 


one 


on. 


you have?” 
the way the dangling comparatives | 
affect me. 
“Well, I've got a cure. It’s peat} According to the exciting Post 
moss. Whenever I read one of| biog of Winston Churchill, this 
those comparisons, I mentally add | rjsing young writer learned early 
‘peat moss.’ It makes sense, at least| jn his career that the way to get 
enough to get the dangles out of/an exclusive story was to make 
my mind. Try it. Grunchies are|the news himself. 


richer than peat moss! Stinkum 
cigarets are smoother than peat 


moss! Clabber soap offers more | 


enjoyment than peat moss! It is a 
simple way to break up congestion 
of the brain.” 


The Old Promoter may have | 


something there. 
—Business Today, syndicated to daily 
newspapers by 
Syndicate. 


Frank 


‘An Awful Noise’ 

Capital letters I would never | 
use for emphasis, because THEY 
MAKE SUCH AN AWFUL NOISE. 
Even in advertising, I believe that | 
the unusual appearance of capital | 
letters, in text copy, does not com- | 
pensate for the distracting effects | 
they create. I believe a loss of 


Underlining always looks to me | 
like mail order advertising; I think 
it has no business in printed mat- 
ter. 

—Dr. Rudolph Flesch, in “A Prose 


Engineer Looks at Typography,” April 
issue of Type Talks 


Sounds Familiar 

Hush, oh hush! for our song begins. 
Let everyone stand aside 

Who owns an intellect muddled 
with sins, or in arts like these un- 
tried: 

In matters of politics keeps spite 
alight to serve his personal ends, 
Or being in power at a critical 
hour accepts little gifts from his 
friends, 

Or goes selling a ship, or betray- 
ing a fort, or takes to the trade of 
a smuggler, 


Attempting again in Thorycion’s 
sort—that pestilent revenue-jug- 
gler. 


Aristophanes—“The Frogs”’—405 B.C. 
(‘Suggested by T. F. Flanagan, who 
recently returned to the National 
Assn. of Radio Station Representatives 
as managing director after a period 
of recuperation and reading.) 


“More girls wed at 18 than at 
lany other age,” says Seventeen, 
| which probably knows that Time’s 
| study of the college field says that 
after gals graduate cum laude they 
| often don’t marry at all. 


McClure Newspaper | e 
} 


C. Russell, who makes 
storm windows and_ evidently 
used to hit a long ball, is going to 
make life a lot less stormy for kids 
by replacing glass shattered by 
young ball players. 


“Business,” predicts H. Glenn 
Campbell, “will have to rediscover 


| penetration results from their use. the lost art of salesmanship.” 


And the best time to develop it 
is while there are plenty of cus- 
tomers waiting to be sold. 


An automobile manufacturer 
looking for a sales promotion man- 
ager says, “No amateur need ap- 
ply.” 

The way it looks in Detroit, the 
game is going to be won by the 
old pros. 

+ 

An advertiser interested in a 
creative writer says he wants “a 
man who is not afraid of the new 
idea.” 

And who won't hesitate to spend 
the company’s money to try it out. 


It is reported that Tampax copy 
in French, “Mon secret sera le 
votre,” has attracted considerable 
comment. 

Comment? 


Copy Cus. 
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This is a little book about 

The Kansas City Star. It contains 
twenty-two articles that appeared 
originally in The Star under the 
heading "Know Your Star." 


It covers the whole field of The Star's 
activities—editorial, business office, 
mechanical, circulation. Especial 
attention is given to those things about 
The Star that are different from the usual 
pattern of newspaper operation. 


For example: Its employee-ownership plan, its board of directors composed 
entirely of working newspaper men, its unique twice-a-day division of news, its fabulous home- 
delivered circulation, its unceasing effort to maintain both the lowest subscription price and 
lowest per-thousand-copy advertising rate in America, its national leadership in numbers of ads, 
its unrestricted choice of feature and syndicate material, its very late news deadlines and what 


they cost in manpower and machinery, its unparalleled 
want ad service, and its affiliated enterprises which 
include the largest farm weekly in America, aradio 
station, a television station and a paper mill. 


These are just a few of the topics discussed. 


You may have a copy of this little book for the asking. 
Simply fill in the coupon and mail it to the Promotion 
Department, The Kansas City Star, Kansas City 17, Missouri. 


THE KANSAS CITY STAR 


Mail This Coupon 


for Your Free Copy 


Promotion Department 


THE KANSAS CITY STAR 
Kansas City 17, Mo. 


Please send me a free copy of your 
book entitled “Know Your Star” 
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Retailers buy 


454,000 


lines of advertising to jf 
t promote family shopping 


: Food stores throughout the nation spend over $138,000 
: ) to tie in with Second Post Family Shopping Promotion 
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yy Second Saturday Evening Post Family Shopping Promo- 
Sib ius, — 


tion was announced in December, by trade press and direct “ in ~: pe 
. Peedi! oan oo UT] ae > 
mail. It was scheduled to start on February 13. By mid-January a Pi antes = «2% 
the quota was filled, and for the next four weeks the Post had to on 


turn stores away. Literally hundreds of food stores were dis- 
appointed in their requests for promotion material. It was an 
unprecedented “‘sell-out’’! 

When the promotion broke, retailer enthusiasm mounted even 
higher. Hundreds bought bigger-than-usual advertising space in 
their local newspapers to tell the world that ‘It’s Fun to Shop as a 
Family.” At least 454,000 lines of advertising were bought and 
paid for by the retailers themselves—the ads that could be checked 
amounted to over $138,000 worth of space! 

To make their tremendous advertising effort pay off, retailers 
put ten-day, all-out store support behind family shopping and 
Post-advertised brands. Thousands of in-store displays were built. 
Salesmen for Post advertisers reported that it was easier to get 


displays than ever before.* 
| Considering that all this happened just four months after the 
First Post Family Shopping Promotion, this retailer enthusiasm is 


: even more remarkable and significant. It leaves no doubt that mean 
oe retailers believe that family shopping is a sure way to higher —_—_—— é = 
oe volume. It shows that they want help in promoting it among their CHERRIES ~~ 39" NALLEY 5) 


customers. And it proves that The Saturday Evening Post means SYRUP. 


family shopping to them—because they know that the Post is 
America’s greatest family magazine. 


*The Third Post Family Shopping Promotion will take place 
during Family Shopping Week, September 17 to 27. Ask your 
Post representative how your product can be included. 
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1,000 Attend 
OSU's Annual 
Radio-TV Meet 


Cotumsus, April 22—Approxi- 
mately 1,000 educators and broad- 
casters attended the 22nd annual 
Institute for Education by Radio- 
Television, sponsored by Ohio 
State University—and collectively 
they heard no than 200 
speakers compare notes on mutual 
problems 

The oldest meeting of its kind in 


less 


the nation, the conference lasted 
four days (April 17-20). In addi- 
tion to the genera] sessions, more 
than 30 special-interest workshops 


and panel discussions were pre- 
sented 
Elizabeth Black, Joseph Katz 


Co., New York, said radio and tele- 
vision time buyers must use judg- 
ment as well as statistics to create 
successful advertising campaigns 

Miss Black, media director for 
Katz, pointed out that, while audi- 
ence ratings and other statistics 
should not be overlooked, “the 
character of the audience is often 
a weightier factor than the rating 
of the program.” 

The function of an agency is to 
create an audience or to purchase 


Why is 
The Elks 


Magazine 


es 


Because the Order of Elks is growing. 
And The Elks Magazine is the Order of Elks in printed 


form. 


The Order of Elks fits the times. Its aims and methods 
reflect 20th Century America. In 1,600 centers the Elks 
lodge is respected for its service to the community. 


than doubled since 1942. 


coe ee ene eater 


MAGAZINE 


That is why The Elks Magazine subscribers have more 


New York » Chicago + Detroit + Los Angeles 


“The Tacoma Market 
Demands Complete 
Local Coverage” 


says C. A. Olson, 
Olson Brokerage Co., 
Seattle, Wash. 


Mr. Olson's company represents some of the nation’s leading 
food lines, has been in business more than 20 years. 


He has this to say about Tacoma: 


¥ | 
“We do a large percentage of our business in the Tacoma 
It always gets separate coverage by our salesmen. 


market. 


We believe our lines must be advertised and merchandised 


locally in Tacoma. 


Otherwise we lose a large degree of 


impact in our Puget Sound area.” 


News Tribune 


Over 82.000 Cirrvionon ABC 


And we say: “Think TWICE about 
TACOMA @ seporate, distinct 
market, effectively covered ONLY 


by the dominant News Tribune.” 
Ask Sawyer, Ferguson, Walker 
Company. 


and KTNT 


Transit Radio 


told 
the “Building and Holding Audi- 
ences” special-interest group. 


ready-made audiences, she 


“The creating and buying of 
audiences are really two facets 
of the same problem—and the 


problem is to expose the merits of 
the client’s product to the greatest 
number of people at the lowest 
possible cost,” she said. Factors 
that come into play in buying time 
are much the same for an estab- 
lished audience and for an agency- 
created listening group, she added. 
“On most a@counts, the kind of 
people—age, sex, income bracket, 
geographical location—is of pri- 
mary concern.” 


|@ Prof. Dallas W. Smythe, research 
professor in the University of Ili- 
nois Institute of Communications, 
predicted that research studies of 
jtelevision programming may lead 
|to revisions “of the highest impor- 
tance” in TV program policy. Prof. 
Smythe, director of studies for the 
National Assn. of Education Broad- 
casters, discussed NAEB monitor- 
ing studies conducted in New York, 
Chicago and Los Angeles. 

He said the studies show that 
entertainment programs dominate 
the broad pattern of TV program- 
ming, occupying about  three- 
fourths of the time in New York 
and Los Angeles. 

Dr. C. H. Sandage, chairman, 
division of advertising, University 
of Illinois, said most persons are 
potential listeners to educational 
programs. 


® Before the “Building and Hold- 
ing Audiences” special-interest 
group, Dr. Sandage spoke on an 
experiment in audience promotion 
in Champaign County, III. 

He said conclusions indicate that 
the number of non-listeners to ra- 
dio programs of one type or an- 


other is too small to be significant. | 


As the intellectual 
needs and wants of people change, 
he said, so does their choice of 
radio programs. 
“Some_ educational 
ers,” he continued, “have been 
grievously in error by believing 
that a larger percentage of the 
population did not listen to the 
jradio and did not do so because 
jof the absence of ‘quality’ pro- 
| grams 
| 
s “As a result of this misconcep- 
| tion, they believe that their natu- 
ral audience is among the group 
'labeled ‘normally non-listeners’. 
Since the evidence of this study 
needs to destroy this basic assump- 
would 


broadcast- 


tion, a change in policy 
seem to be warranted.” 

Jack T. Johnson, assistant ad- 
ministrator of the Federal Civil 
Defense Administration, said the 


FCDA “will do its best to pioneer” 
in the field of closed-circuit tele- 
vision in an effort to solve some 
of its educational problems. 

He said the FCDA sees closed- 
circuit TV as a means of fulfilling 
five objectives: 

1. A possible solution of the dis- 
tribution problem commonly asso- 
ciated with training films. 


e 2. An encouragement of audi- 
ence participation and possibly a 
means of bringing about a closer 
tie-in between federal and local 
jactivity 

3. A technique of 
mass training. 

4. A means for motivating vol- 
unteers. ; 

5. A procedure for the transmis- 
sion of classified information. 
| Richard Cech, production direc- 
tor of the U. S. Department of 
Agriculture television research 
project at Iowa State College, 
Ames, Ia., described a program 
series believed to have been the 
largest single “teaching-by-televi- 
sion” project ever attempted by a 
single station, WOI-TV. It was a 
“Make-A-Dress” project that pre- 
liminary reports indicate attracted 
20,000 women. 


emergency 


and emotional | 


Advertising Age, April 28, 1952 


Getting Personal 


Friends of O. C. Harn (O. C. stands for Orlando Clinton) will be 
interested to learn that he celebrated his 8lst birthday March 25 
in Santa Barbara, where he and his wife make their home. Mr. Harn 
is the one who originated the Dutch boy trademark when he was ad 
manager of National Lead, and was a member of the first board of 
the Audit Bureau of Circulations, which he served as managing di- 
rector from 1927 until his retirement in '39. .. 

The Export Managers Club of New York gave a special luncheon 
April 15 to honor some of its executives and Gladys Liggett, first 
woman member, who joined the club 35 years ago as a charter 
member. Miss Liggett is currently manager of the Boyle-Midway 
division of Home Products International. . . 

Charles E. Walsh, v.p. and business manager of the John Mather 
Lupton agency in New York, celebrates his fifth anniversary this 
month. At a cocktail gathering in his honor, associates gave him a 
cartoon testimonial depicting his various activities in the company. . . 

James D. Shouse, board chairman of Crosley Broadcasting Co., has 
been named chairman of the Cincinnati Summer Opera Assn., re- 
placing Hulbert Taft, editor of the Cincinnati Times-Star and chair- 
man since 1944...The New York Radio Executives Club honored 
pioneer H. V. Kaltenborn on his 30th anniversary in broadcasting 
at their April 17 luncheon. . .Paul H. Sampliner of National Comics 
Publications will be given a testimonial dinner at the Waldorf by 
the publishers division of the Joint Defense Appeal on May 12. 
Cowles Magazines v.p. Shap Shapiro is chairman of the division. . . 


RED FEATHER WINNER-—Stanley C. Allyn (second from left) is shown receiving the 

sixth annual red feather award from Alex Osborn of Batten, Barton, Durstine & Os- 

born, last year's winner. Looking on at the ceremony ore Albert J. Nesbitt (left), 

newly elected v.p. of Community Chests & Councils of America, and Lovis A. Weil Jr., 

publisher, Grand Rapids Heraid, program chairman at the recent Red Feather bien- 
nial convention. 


Aprii’s Man of the Month chosen by the Philadelphia Club of Ad- 
vertising Women is Harry L. Hawkins, business manager of the 
Philadelphia Bulletin...To announce the birth of his first child, 
E. Bradford Hening, head of Hening & Co., Philadelphia, had one 
of the daily ad columns of the New York Times reproduced, leading 
off with the announcement of his agency's appointment by Eric 
Bradford Hening. Mrs. Hening is media director of the company. .. 

When Kerker-Peterson & Associates, Minneapolis ad production 
service, moved to new quarters at 2855 Park Ave., a mailer that went 
out to prospective clients made quite a hit. It was a four-page folder 
containing a song titled “We're Headin’ South’”—South Minneapolis, 
that is—with lyrics by R. W. Kerker and music by J. B. Peterson. . . 

Mrs. Doris Corwith, supervisor of talks and religious broadcasts 
for National Broadcasting Co. radio, is the new president of Amer- 
ican Women in Radio & Television. ..Another NBC gal, and one of 
radio’s best known pioneers, Margaret Cuthbert, is retiring June 1 
after mere than 25 years with the network. Most recently, she has 
been supervisor of public affairs for NBC radio.. . 

McCann-Erickson account executive Alberta Firestone and her 
husband, Alfred Freen, are on a five-week trip through Italy and 
France. They'll be back May 12...Newsweek’s general manager, 
Gibson McCabe, is chairman of the advertising, printing and pub- 
lishing group of the Greater New York Fund’s 1952 appeal. . . 

When Herb Caen, San Francisco reporter, wrote about a lady 
losing her dental plate down the drain in the bathroom—a total loss 
of $200—Bill Nichols, of Station KFRC, quipped: “That is a lot of 
bridge under the water.”..Allen L. Billingsley, Fuller & Smith & 
Ross president, is the newly elected board chairman of the Cleveland 
Chamber of Commerce. A v.p. since 1949, Mr. Billingsley is the first 
chairman—a newly created post. . . 

Sidney Strotz, former NBC v.p., and Larry Shea, general manager 
of Bing’s Things, co-founders of Radio-Television-Recording-Adver- 
tising Charities Inc., have been elected te life membership in the 
Los Angeles organization. They are the first to be so honored. Sid 
Strotz has been president, and Larry Shea v.p. of RTRA Charities 
since its inception in 1950... 

Admen, who apparently like to organize their pastimes, have 
elected Robert W. Watts, Look sales representative, as the new 
president of the Cleveland Advertising Golf Assn. Vice-president is 
Frank R. Somers of Willard Battery Co.; secretary, Charles Farran 
of Griswold-Eshleman Co... 

Samuel H. Marks of New Era Letter Co., New York, who has 
served as chairman of the graphic arts and fine paper division of 
the United Jewish Appeal for six consecutive years, will be given 
a testimonial dinner on May 22 at the Essex House. . . 

Estelle Ellis, Charm magazine promotion director, will talk to the 
advertising clubs of Houston and New Orleans later this month 
while touring the South and Southwest for the magazine... 
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SHORT COPY . . . for mass selling 
<a ii 
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‘We depend on the quickly seen, easily remembered short copy of our 
Amoco outdoor advertising to deliver our sales messages to motorists on 
highways and city streets from Maine to Florida. Amoco’s steadily increas- 
ing sales prove outdoor advertising gives us mass circulation where sales 
potentials are highest.’ 


E. FF. KALKHO! 
ting ana Sales Promotion Manager 
AMERICAN OIL COMPANY 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS «+ CENTRAL OUTDOOR ADVERTISING CO., INC. + THE PACKER CORPORATION 
WALKER & COMPANY «+ UNITED ADVERTISING CORPORATION + WHITMIER & FERRIS CO., INC. 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. + RICHMOND POSTER ADV. CO. + E. A. ECKERT ADVERTISING CO 
of the nation's PORTER POSTER SERVICE + SLAYTON & COMPANY «+ THE HARRY H. PACKER CO. + BORK POSTER SERVICE 

SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. «+ C. E. STEVENS CO. 
consumers... CONSOLVO ADVERTISING CORP. + LEHIGH ADVERTISING CO. + MARYLAND ADVERTISING CO 


AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE.,, NEW YORK 22 
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Two Join Vickers & Benson 

Gerard Delage and Henault 
Champagne have joined the 
French language division of Vick- 
ers & Benson, Montreal and To- 
ronto 


Donald Porter Joins R&R 
Donald Porter, formerly with 
Compton Advertising, New York, 
has joined Ruthrauff & Ryan, New 
York, as an assistant account ex- 
ecutive 
1,500,000 
FABULOUS FEMININE MARKET 
Announcing NEW guaranteed circulation, 
effective with September, 1952 issue of The 
the largest concentrated 
kind! Ar enthusiastic 
to The WORKBASKET 
content featuring needlework, 


fis, new products, profitable home 
, Junior WORKBASKET for young- 


its 
audience devoted 


review section! 
Active homemakers who control the family 
budget, who influence buying or do the 
actual purchasing of everything used in 
their homes. We invite you to write TODAY 
for the facts, including special Starch sur- 
vey, and new raie card No. 8 effective with 
September, 1952 issue. No cost or obligation, 
of course. Address your request for informa- 
tion to Mr. Steve Taylor—get the facts NOW! 


The WORKBASKET 
450 Handcraft Bidg., Kansas City 16, Mo. 


HIS SELLING JOB MADE EASIER 


Newsprint Problems Still Plague 
Newspapers; Price Boost Expected 


York 23—Despite 
of newsprint 
a problem for most 


April 
supply, 


New 
the 
still remains 
newspaper executives. Price is now 


easing 


uppermost in their minds 
This was emphasized in the re- 
port today of the special newsprint 


ANPA Meeting 


committee of the American News- 
paper Publishers Assn. William G. 
Chandler, president of Scripps- 
Howard Supply Co. and chairman 


of the committee, presented the 
report 
“Publishers know,” the report 


says, “that they cannot continue to 
meet ever increasing costs for one 
of the major elements entering in- 
to the production of the newspa- 
per and remain in business. All 


publishers, even the most success- 
ful, are finding increasing diffi- 
culty in meeting current costs of 
operation and newsprint is a major 
cost factor 


® “Consumption during 1951 and 
up to now this year is slightly 
above that of 1950,” the report 


says. “Those ANPA members re- 
porting consumption used 1,093,203 
tons of newsprint for the first three 
months of 1952, an increase of 16,- 
696 tons over the corresponding 
period of 1951. 

“The cost per ton, f.o.b. New 
York, in April, 1951, was $106. In 
April, 1952, it is $116. This means 


that the members reporting the 
above tonnage used had to find 


$12,701,806 more for the first three 
months of ’52 to meet the increased 


newsprint cost alone. Projecting 


by using the “top magazine 


in the quality field” 


Mr. Robert Lund 
Reader's Digest 
230 Park Avenue 
New York, N. Y. 


Dear Bob: 


in these various 


the 


magazine in 


C Neve (a 


/ 
DOROTHY GRAY, LLMITED 


445 PARK AVE. NEW YORK 22, N.Y 


February 19, 1952 


International Editions 


I have just returned from a trip to Mexico, Panama and 
Colombia and want to let you know how impressed I was with 
the distribution and effect that Selecciones is achieving 


markets. 


In bexico, in talking with our own distributors and with our 
advertising agency, as well as with a representative portion 
of the public, I find that Selecciones is by far the top 


juality field. 


cities, I 
pre-se llin 


there for 


future, 


DOROTHY CRAY SALONS 


In Colombia, where I had to do a distribution job, of selling 
our line for the first tim to the best retailers in the various 
found that Selecciones had done a little bit of 

for me. 
retailers in the major cities, and starting to talk to them 
about Dorothy Gray, which had incidentally been off the market 
juite a while, many of them said that they 
the Dorothy Cray ads in Selecciones and were favorably impressed. 
This made my sellinz job a lot easier, and really shows that 
your magazine has been vetting 


when poing in to see some of 


around. 


w feel very happy about our choice in goin: into Selecciones 
with Dorothy Gray and look forwar! to using it more in the 


Yours sincerely, 


DCR 


Director for Lati 


* NEW YORK + 810 DE JANEIRO © 


OTHY GRAY, LTD. 


the leading 
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n America 


LONDON + MONTREAL 


For intensive, effective, low-c 


LATIN AMERICA 4 Spor 
Portuquese edition; | 


CANADA Avf 
WESTERN EUROPE 3 fre 


| Re 


yish and 


| Germa wiss edit 


Fre 


‘ost coverage in 
sh edit s 

1 Fre 

nm ect s 
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English “troop” edition, 


AUSTRALIA and NEW ZEALAND 2 ecitions. 


International Editions 


Reader’s 


their own language . . 
zine people trust and believe in 
—things start happening! Our 
files are full of case histories 
as gratifying as Mr. Naideau’s; 
reports from export markets all 
over the world, showing that 
Reader's Digest advertising 
brings proved results in prestige, 
inquiries and sales. 


this figure, we get an approximate 
additional annual cost for news- 
print in 1952 over 1951 of $50,000,- 
000.” 

While the report did not say so, 
newspaper publishers are appre- 
hensive that another price increase 
in newsprint is in the making. This 
was confirmed in off-the-record 
discussions. 

Canadian newsprint producers 
are confronted with loss of pre- 
mium on American funds, with the 


increased value of the Canadian 
dollar, with increased taxation 
freight rates and labor costs. Some 
of the Canadian producers have 
indicated, notably W. Earl Rowe. 
president and managing director 
of Great Lakes Paper Co., that 


an increase in the price of news- 
print is overdue (AA, April 21) 


® The ANPA newsprint report 
made no attempt to relate news- 
print producer profits to publish- 
ers’ increased costs, but it pointed 
out that “the parable of the last 
straw and what it did to the 
camel's back might be considered 


When your advertising appears 
in a magazine people enjoy in 


. a maga- 


Reader's Digest is unmatched 
in COVERAGE, with the largest 
circulation and most intensive 
coverage in almost every market 
it reaches. It is unmatched in 
EFFECTIVENESS — as indicated by 
the 1311 leading international 
advertisers who used more than 
13,000 advertising pages in 1951. 
It is unmatched in VALUE—since 
the Digest delivers a larger audi- 
ence at a lower cost-per-thou- 
sand than any other publication 
in the field. 


FOR FULL INFORMATION, write or cail 
Reader's Digest 
Editions. In New YorK— 230 Park 
Avenue. IN CuicaGo—333 North 
Michigan Avenue. IN Los ANGELES 
—816 West 5th Street. 


International 


Digest 


LOCAL impact—in the LOCAL language 


Advertising Age, April 28, 1952 


with due seriousness at this point.” 

The report cited the importance 
of the recent newsprint study, 
“Newsprint Now and in the Next 
Decade,” prepared for ANPA by 
Charles W. Boyce, former secre- 
tary of American Paper & Pulp 
Assn. The study presented for the 
first time a forecast of newsprint 
requirements ten years ahead. In 
that study, it is estimated that U.S. 
newspapers will require about 7,- 
000.000 tons of newsprint by 1960. 


@ At a meeting in February be- 
tween members of ANPA and the 
Newsprint Assn. of Canada, the 
latter group presented figures 
showing a potential increase of 
1,750,000 tons in manufacturing 
capacity by 1960, the ANPA re- 
port says. 

To the Canadian tonnage, expan- 
sion plans and new mills in the 
U.S. are expected to add, probably 
within the next two years, about 
229,000 tons. Prospective produc- 
tion of the mill of Bowater Paper 
Co., at Charleston, Tenn., is ex- 
pected to add 125,000 tons by 
1954, the ANPA report says. West 
Tacoma Newsprint Co. at Steila- 
coom, Wash., will add 40,000 tons; 
Publishers Paper Co., Oregon City, 
Ore., will add 4,000 tons, and in- 
creased capacity at Southland Pa- 
per Mills, Lufkin, Tex., will add 
another 60,000 tons. 

Other new projects under way 
or in prospect are expected to in- 
crease U. S. output about 253,- 
000 tons annually within the next 
few vears, for a total of nearly 
500,000 tons. 

A major point stressed in the 
committee’s report was what 
measures have been used to re- 
duce newsprint waste. 

@ “During the past vear,” the re- 
port says, “many newspapers have 
reduced the width of newsprint 
rolls to 64” or less. This resulted in 
a saving of 35% in many in- 
stances, this saving representing 
additional pages per ton or re- 
duced costs. This roll width reduc- 
tion is reported to have been of 


mixed value to newsprint pro- 
ducers, but a representative of a 
major newsprint producer has 
stated that the 64” roll has in- 


creased the productive capacity for 
a majority of newsprint machines 
both in the U. S. and Canada.” 

One of the main difficulties fac- 
ing weekly newspapers in obtain- 
ing adequate newsprint supplies, 
the report says, is that many of 
the weeklies depend on sheet stock. 
Only about 10% of the newsprint 
mills have equipment for cutting 
newsprint into sheets. Another dif- 
ficulty confronting suppliers, it is 
said, is the multiplicity of sizes 
desired. 

“A survey is now being made by 
the printing and publishing divi- 
sion,” the report says, “to determine 
the variety of sizes involved, and 
to see what, if anything, can be 
done to reduce the different sizes 
desired.” 


Baltimore Film Produced 


The Port of Baltimore and its 
commerce is depicted in a 30-min- 
ute colored motion picture, “Balti- 
more—World Port,”’ produced by 
Stark Films, Baltimore. Initial 
showings will be given in Balti- 
more, Chicago, New York, Pitts- 
burgh and Washington. The pro- 
duction was sponsored and paid 
for by the Baltimore & Ohio Rail- 
road, Canton Railroad, Pennsyl- 
vania Railroad, Western Maryland 
Railway, the Assn. of Commerce, 
the Steamship Trade Assn. of 
Baltimore, the Maryland Motor 
Truck Assn. and the Custom House 
Brokers and Forwarders Assn. of 
Baltimore. 


Mercker to Northam Warren 

Eve Mercker, formerly fashion 
coordinator of Broderick-Devlin, 
New York publicity organization, 
has joined Northam Warren Corp., 
New York, as publicity and pro- 
motion director for Cutex mani- 
cure specialties, Peggy Sage prod- 
ucts and Odorono deodorant 
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Champ Announces 
5-Year Ad Plan 


PHILADELPHIA, April 22—Champ 
Hats Inc. now has a five-year. plan 
by which it hopes to stay champ} 
of the lighter weight men’s hat} 
business. 

It has revealed a few details of 
this advertising, sales promotion 
and publicity campaign to be han- 
dled by N. W. Ayer & Son. Ayer 
took over in February from Hir- 
shon-Garfield, New York. 

To lead the way, the company 
next month will throw its new 


| Featherweight hat into the ring. 


AWARD WINNER—This is the New York 

Life Insurance Co. ad which won the 

American Music Conference second an- 

nual Award of Merit. Compton Adver- 
tising is the agency. 


Music Conference 
Gives Annual Award) 
to New York Life 


CuicaGco, April 22—New York 
Life Insurance Co. has_ been 
awarded the second annual Award | 
of Merit by the American Music| 
Conference. The award is given, 
for the most effective use of a 


musical theme in advertising for 
non-musical products or services 
Compton Advertising, New York, 
is the New York Life agency. 

Honorable mentions have been 
awarded to Dayton Power & Light 
Co. (Hugo Wagenseil & Associates 
Dayton) for a series of local news- 
paper ads, and Coca-Cola Co 
(D’Arcy Advertising, St. Louis) 
for a color magazine ad showing 
family fun involving musical in 
struments and Coke for refresh- 
ment. 

Judges for the competition were 
S. R. Bernstein, editor, ADVERTISING 
AGE; Eldridge Peterson, editor, 
Printers’ Ink, and Reginald Clough, 
editor, Tide. 


@ New York Life’s “An Ear for 
Music” ad won the award. The ad 
shows a young lady playing a 
grand piano and copy relates how 
her concert debut was made possi- 
ble by her father’s faresight in 
buying life insurance. 

A total of 128 advertisers re- 


ceived consideration in the 1951 
competition, an increase of 25% 
over the previous year. 


American Music Conference is a 
public service organization backed 
by contributions from music in- 
dustry trade associations and from 
individual companies. Philip Les- 
ly Co., the group’s public relations 
counsel, directs the competition 


Eshleman Boosts 3, Adds 2 

Benjamin Eshleman Co., Phila- 
delphia, has elected B. Franklin 
Eshleman, account executive, a 
v.p. Benjamin F. Busch Jr., re- 
search director, has been named 
director of the recently reorgan- 
ized marketing and media depart- 
ment. Joseph R. Rollins Jr. has 
been advanced from media direc- 
tor to director of radio and tele- 
vision. David S. Burcat, former- 
ly with Lamb & Keen, Philadel- 
phia, has joined the marketing de- 
partment and Ray McDevitt has 
joined the art department. 


Hoover Co. Elects 4 V.P.s 


Hoover Co., N. Canton, O., has 
elected the following v.p.s: Oscar 
M. Mansager, general sales mana- 
ger; H. W. Hoover Jr., assistant 
v.p. and field sales manager; C. 
Gordon Troxler, assistant v.p. of 
production, and Lawrence C. Con- 
nelly, assistant v.p. of personnel 
relations. 


Names Argus Associates 

Northeastern Supply Co., agri- 
cultural equipment, has appointed 
Argus Associates, New Haven, 
Conn., to handle its advertising. 
Farm magazines and direct mail 
will be used. 


Already, the company says, its 
Champ brand dominates in the 
lightweight hat field, and competi- 
tion has declined. 


@ The first year of the long-range 


program will include space in trade| Harry Miller Appoints Two 


publications, magazines and news- 
papers in some cities. Full-color 
pages will start in Esquire and Life 
next fall, running until spring of 
1953. Newspapers will carry full- 
color pages, too, and dealers will 
receive promotion kits, direct mail 
| and other sales aids. 
Champ also has a new sales pro- 
— manager. Milton K. Swing- 
er, formerly sales promotion man- 
| ager of International Latex Corp., 
|New York, takes over duties of 
William A. Pludo, who has re- 
signed as merchandise manager to 
join Plymouth Mfg. Co. in Boston. 


Godfrey Joins Cook Co. 

Gordon Godfrey, formerly sales 
manager of C. S. Allen Corp., Web- 
ster, Mass., manufacturer of toffee 
candy, has been appointed sales 
manager of H. C. Cook Co., An- 
sonia, Conn., maker of 
clips, finger clips, 


etc. 


toenail | 
pipe reamers, | 


Harry M. Miller Inc., Columbus, 
has promoted John E. Maguire 
from account executive to radio 
and television director. Charles W 
Llewellyn, formerly a sales execu- 
tive of WLW-C, Columbus, has 
been appointed an account execu- 
tive. 


Schorr Opens PR Oftice 

Norman A. Schorr has resigned 
as public relations representative 
of Westinghouse Electric Corp., 
New York, effective April 30, to 
open his own public relations and 
publicity office at 2 E. 23rd St., 
New York. 


Krueger Issues Party Book 


G. Krueger Brewing Co., New- 
ark, will distribute, in May, 250,000 
copies of a new 12-page booklet 
“Parties Can Be Fun.” Contain- 
ing ideas and hints on how to make 
home parties more successful, the 
booklet is intended as a retail traf- 
fic builder. It will be distributed 
free. 


Campbell, Cinnamond to K]BS 
Jack Campbell, formerly sales 
manager of KSFO, San Francisco 
and Len Cinnamond, formerly as- 
sistant sales manager of KYA, San 
Francisco, have joined KJBS, Sa 
Francisco, as account executives 
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HERE’S THE BEST FRIEND AN IDEA EVER HAD... 


pressing to packing, shipping, and saving you money. 


The very next time you want to go on record with an 


idee... 


put it on Columbia Transcriptions, and know 


that you've said it for good and all. 


Because Columbia... 


engineering facilities 


with by far the world’s finest 


and experience . . . is perfectly 


equipped to put wings on your idea: from recording and 


New York 


799 Seventh Avenue, Circle 5-7300 


Whatever you’ve in mind for custom recording... 
. the best idea of all is to call 


size, any speed, any need.. 


any 


on Columbia, the smartest, soundest name on record. 
Studios in New York, Chicago, and Los Angeles. Or. . 
just as close as your nearest tape recorder. 


Write for full information. 


COLUMBIA Ziaucpion 


A Division of Columbia Records Inc, 


Chicago 


410 No. Michigan Ave., WHitehall 4-6000 


Los Angeles 


8723 Alden Drive, BRadshaw 2-5411 
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where business readers concentrate 


on business news-in-depth... 


Among many other features and depart- 
ments in this month’s issue, the 242,500 
business-leader-readers who turn to 
FORTUNE each month will receive the fol- 
lowing business thought and talk: 


WHAT'S HAPPENED 
TO THE SALESMAN? > 


/ 
The Great American Cte, 


Salesman is being remold- Tae, 
ed. Formerly, he pried 
open customer doors to 


let the company in. Now, 
the company paves the 


way for his “‘pre-tested”’ 
selling message. FORTUNE j ‘ 
reports-in-depth why one ; 
-, 
% 
~ 
~ 


of the troubles with U. S. 
selling is the changing 
salesman. (Read the sec- 
ond in a series on Selling 
in Today’s Economy). 


—r 
ae, 


WHITHER WOOL? 


Can wool hold out against 
4 nylon, Orlon, Dacron, Ac- 
rilan, Vacara, Dynel, and 


&} ? 
7 — all the other man-made 
late Coat fibers? For the pros and 


~/™ 
PLONE ITT RTS 


Do you want to work for a big 
company, or asmall one? Would 
you like routine work, or some- 
thing chancier? Will you do bet- 
ter starting at the inconspicu- 
ous bottom, or the conspicuous 
top? Do you know when to quit 
—or be fired? A well-known busi- 
ness consultant tells What Every 
Young College Graduate Should 
Know—and will not learn at 
school. (See “How to be an 
Employee’) 


_G 

Bh cons of the most hotly —— — | 
fy argued question in the 

-. textile industry, see 

“i ‘Pew - = “Wool’s Battle With The 

; IX K| Synthetion”. HOW TO WIN RAISES AND INFLUENCE BOSSES 

; ‘wre 


- 


FORMULA FOR GROWTH 


In the last dozen years, Dow | 
Chemical has increased plant 
and sales eleven fold, now i ' 
ranks fourth among the 
chemical giants. FORTUNE re- | 
veals the formula. (See ‘‘The . 

Dow Expansion’’) 
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CONCENTRATES 


...Where business advertisers concentrate for concentrated attention. 


Fortune’s editors report the news of business ... and more and more 
advertisers are concentrating on Fortune as the place to report the 
news from business. Here are some words of proof... 


“Inquiry After Inquiry” 


“Our investment was predicated upon FORTUNE’s ability 
to stimulate executives’ interest in sales conferences with 
our representatives. 


“That is exactly what happened. Yet that is only a part 
of the actual accomplishment. Comment after comment 
came to us from our representatives all over the country. 
Many of our established customers took the time to write 
and compliment our series — and Forrune actually sold 
for us. 


“NOT ONLY THE ADS, BUT THE MERCHANDISING OF 
THESE ADS WITH THE MANY FORTUNE AIDS BROUGHT 
INQUIRY AFTER INQUIRY. 


“Suffice to say, FORTUNE is doing a real job for us.” 


Russell J. Leander 
President 
Chicago Show Printing Co. 


George H. Hartman Company— Advertising Agency 


““A Definite Increase in our Volume” 


“‘A large part of the successful distribution of Hamilton Text 
and Cover Papers can be traced directly to our advertising in 
FORTUNE Magazine. We have received many favorable 
comments from our distributors all over the country. They 
are particularly pleased with our 1952 campaign which 
commenced with the January issue in FORTUNE. 


“This new campaign has produced as many as sixty direct 
inquiries from FORTUNE readers and when followed 
through by our distributors resulted in a definite increase 
in our volume of business of these papers.” 


J. H. Dunton 
Vice President in Charge of Sales 
W. C. Hamilton & Sons 


Gray & Rogers— Advertising Agency 
eeeeecesesee@eeee2se+ee*e@e7eense@*eeoeese#ee#e#e?e# 
“Inquiries . . . from the pick 
of Industrial Management” 


‘‘We have found that through FORTUNE we have a means 
of presenting Goodall and its products to the pick of 
industrial management—it’s as simple as that. 


“We have never designed our advertising to ‘‘pull”’ in- 
quiries as our ‘‘Standard of Quality’”’ Line is engineered 
wholly from a quality and service standpoint, rather than 
for strictly competitive markets. Despite this attitude, 
we have received numerous inquiries from both our ad- 
vertisements and cover folder merchandising from con- 
cerns that have long been of interest to us, yet we have 
been unable to reach—many of these are now our steady 
customers. 


“We have found that FORTUNE readers are quality- 
minded—interested in the very best for their purchasing 
dollar. We know that FORTUNE has done and will con- 
tinue to do a job for Goodall.” 


Lefferts Hutton 
Advertising Manager 
Goodall Rubber Company 


George C. Taylor Advertising— Advertising Agency 


“467 —38—26—87 —79—58—48—43—88" 


“From January through August, for instance, Georgia- 
Pacific received 467 inquiries .. . January—38, February 
—26, March—87, April—79, May—58, June—48, July 
—43, August—88. 


“These 467 inquiries are directly in response to the ad, 
and do not include those resulting from the very extensive 
direct-mail campaign of FORTUNE reprints with which 
we have been reinforcing the advertisements. Several of 
the inquiries have resulted in direct orders from com- 
panies Georgia-Pacific had not previously been able to 
sell, and all have been of a uniformly high quality.” 


Graham Rohrer 
Manager—Advertising & Public Relations 
Georgia-Pacific Plywood Co. 


Fuller & Smith & Ross Inc.—Advertising Agency 


ANOTHER FORTUNE SUPERLATIVE 


FORTUNE recently published a dramatically different 
map of the world. Its purpose, as you will remember, 
was to define the sweeping extent of America’s obliga- 


tions overseas. Wrote Rand McNally’s Chief Map Edi- 
tor: “‘... the most complete cartographic presentation of 
our country’s position we have seen.’ Wrote 15,693 
FORTUNE readers: ‘‘Please send me an extra copy.” 
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Tea and Milk 
Tie as Leading 
Summer Drinks 


New York, April 22—Tea, iced 
and hot, shares honors with milk 
as the nation’s leading beverage at 
summer meals 

This is borne out in a survey 
conducted by Elmer Roper for the 
Tea Council. The study shows that 
30 out of every 100 persons over 
the age of 12 drink tea with their 
meals in surnmer. Another 30 drink 
milk and 27 take coffee. Twenty- 
two of the tea drinkers take it iced 


® The greatest market for tea Is in 
the South. Mr. Roper found 39% 
of adult Southerners drink iced 
tea with their summer meals, com- 
pared to 30 for milk and 20% 
for coffee. Iced tea also ranked 
high among the 12 to 17-year-old 
Southerners, 43% taking it while 
45°) prefer milk 


Percentage figures for regions 


are 
Iced Tea Hot Tea Milk Coffee 
South 39 2 3» 20 
Central States 20 9 25 36 | 
New England ll 22 24 32 
Middie Atlantic 13 15 25 45 
gy, Parcit States Fa 15 26 32 
» The table shows that in three 
«tions of the country hot tea is 
eferred over iced. Iced coffee 


i popular only in one area—the| 
Middle Atlantic. Of the 45% who 
Bretfer coffee with summer meals, | 
@most one-third take it iced 


@ Mr. Roper also found that dinner 
ig the big iced tea meal during the 


mmer, 49% being consumed at 
at time. Lunch is second with 


Only 10° of iced tea drunk | 
iB the nation is taken between 
meals and at breakfast 


The Tea Council did not indicate | 
Me extent of Mr. Roper’s sampling 


Goodrich Drives in Canada 


B. F. Goodrich Rubber Co., 
Hitchener, Ont., is conducting a) 
Campaign in Canada—via Harry | 


EB. Foster Agency, Toronto—for 
if new tubeless tire which is punc- 
t@re, blowout and skidproof, The 
aPnouncements in key cities from | 
GBast to coast were preceded by 
demonstrations to civic and safety | 
Gficials. Newspapers, magazines, 
FAadio and trade papers are being 
used 


Young Heads NBC Press Dept. 
Frank Young, public relations 
representative for National Broad- 
casting Co., New York, since Feb- 
ruary, 1951, has been promoted 
to director of the network’s press | 
department. He replaces Josef 
Dine, who resigned to become pub- 
lic relations director of Ziv Tele- 
vision Programs in New York 


8x10 / 
GENUINE 
GLOSSY 
PHOTOS 
ta Quantities 


SELL BETTER! 


" ~ edait (each eubsoct) 
_PHOTOMATIC Co. 
53-59 E. Minis St, Chicago 11, Illinois 
Phone: WH itehall 4.2930 


Hellyer Joins Research Inc. 

Mrs. Anne Hoover Hellyer, for- 
merly of Adelphia Associates, 
Philadelphia public relations or- 
ganization, has joined the staff of 
Research Inc., Philadelphia. She 
will specialize in research on pub- 
lic relations. 


| Norcor Appoints Warvel 


Norcor Mfg. Co., Green Bay, 
Wis., maker of school furniture, 
bridge sets and folding chairs, has 
appointed H. S. Warvel general 
sales manager 


TV Used to Sell 
Coffee Dispensers 
and Kwik-Kafe 


PHILADELPHIA, April 22—Rudd- 
Melikian will use television here 
to see if the medium can sell its 
Kwik-Kafe frozen liquid coffee 
and its new Coffee Cub dispenser. 

The dispenser is designed to 
handle 20 cups of coffee a day at 
a profit. Rudd-Melikian also makes 


a line of larger coffee dispensing 
machines. 

The company will sponsor five- 
minute weather roundups over 
WCAU-TV Sunday nights, through 
W. S. Roberts Inc. If the TV use 
here succeeds, the company will 
use the medium nationally next 
fall. 


Ruben Adds to Staff, Moves 
Ruben Advertising, Indianapolis, 

has appointed Jules Ruben treas- 

urer and administrative adviser. 
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Rolf W. Brandis has been named 
director in charge of programming 
for the new television and radio 
department. He also will serve as 
account executive. Donald C. Toole 
has been appointed art director 
and Russell F, Kulberg production 
manager. Meanwhile, the agency 
has moved to 966 N. Meridian St. 


Whitney Promoted to S. M. 
Robert M. Whitney, advertising 
manager of Automatic Transporta- 
tion Co., Chicago, since 1948, has 
been promoted to sales manager. 


WE ALL AGREE... 


nationcl Papers 
TORS 


——————— 


- we  -eee oe ee ee 8 OE 7 ae: ae” Pettit ae Lit. aig poe Se act \ a ok Ne SO. Se. ns fe I 2 ee ie ey A ah {a ae ae 
ee ang 46 3A gy it: a iy . ae ae oe a eRe Re ee ae By We eg ek - an vis ia ae: : of an : 
es, " 
bine ee 
Sat Oe: 
Va oe ee Zz 
2 = 
Ess ip 
a. bs 
He ' 2 
Pe, j “al 
ie ee 
is . i P : 
'S. 
* | ) 
a PCC . 
ony 
a id 
tm fed 
ny 
» . me <: 
be j 
at k 
ar 
= 
mt § j 
ane ’ é 
ae \ 
3% F 
yt 
? ; 
eK. 
“aN 
ce 
Po 
i”. 
i 
4 P 
_ 
i 
i 
, fi . 
/ 
,\f , 
ae i 
oe th 
; i ! 
YY q 
a | 
a Be 
Fic ; { 
Soa ~ ’ : 
+ | A ’ ‘e 
os ea 
| | 
A - 
! { * 
’ ' ¥ *. 
qi € . ; 
1 f. a ey) eo 
x . Ss 
x 
. oo, * " 
“ed | 4 Py 5. wm) ¢ - 4 
.. | gee » © 
; | ne: ae | , 
? : ie ee “a \ 
t : Eee gee oe © ae 
as oe ; 
Ss ee ai, 
: Le ee ale " ’ 
von eahe ¢ 2 > a» 
~ 2 ; MES d e: * 3 
i ee = i 
; ‘ F 4 ae A h 
7 : > 
i / i 4 2 
: sae i « 
- a i ° 
| : a 
A | | : \ z 
; Uf ee ee : 
¥ FoR au Cra y~ Har r ee ee 2a ae ee - 5 ! 
PURPOSES | Se es os” eee OAS | 
Sharp, cleer, H ; a LY soe 
crisp! Prompt; ‘ q 
_Bellvery! | 
eyes AP 
, a + ss a 2 | 
, : bac tT ’ A 
re = 
. - q 
‘ \ q 
r i ‘ 
hse ‘ , = —_. — 
2 .n8 ¥ j —— we: = 
RS SN SEE TR ok, IR ie ee ae os Oe BRR ee ee once > ll es ~~ 


Advertising Age, April 28, 1952 


Outdoor Ad Assn. Sets 
December Date for Meeting 
The dates for the 55th annual 
convention of the Outdoor Adver- 
é tising Assn. of America, originally 
ae scheduled to be held at the Drake 
; \ Hotel, Chicago, May 25-29, have 
y | been changed to Dec. 7-11. 
an The meeting will be held at the 
Conrad Hilton Hotel, Chicago. 


Feldman Advertising Moves 
George Feldman Advertising, 

New York, has moved to new and 

larger offices at 1186 Broadway. 


_Adwin Leaves Warner Bros. |U,S, Needs More and Better Selling 


Mrs. Helen Adwin has resigned 


as publicity director of Warner to Handle Larger Business: McKibbin 


Bros. Co., New York, effective May 


1. She is retiring to private life.. Dgrrorr, April 22—Has Ameri-|the past 10 years the number of # Mr. McKibbin said “properly di- 
— a a can industry forgotten how to sell? salesmen in the U. S. has increased 
mene 2 Pp J. M. McKibbin, v.p. in charge of only 18%, while the physical vol- 
consumer products at Westing- ume of goods sold rose 80%. 

house Electric Corp., posed this The Westinghouse executive est dreams.” 
question in a talk to the Detroit warned that this leaves us with a 
Adcraft Club last Friday. tremendous 
“yes” answer is indicated along with inadequate selling ma- 
San Mateo, Cal. He succeeds How- from the figures quoted by Mr. Mc-' chinery. He declared that we must 
ard Smiley. Kibbin. He told the admen that in| get back to selling “if we are go- 


for Ducharne Inc., has been named 
to succeed Mrs. Adwin. 


KEAR Appoints Barnett 
Ray Barnett has been appointed A 
acting station manager of KEAR, 


capacity 


ing to keep our factories running 
our employment at a high level 
and our economy healthy.” 


rected and utilized,” the American 
physical plant “can raise material 
living standards beyond our fond- 


It is management's responsibili- 
ty, he said, to expand the three 
“key elements of marketing’— 
product development, salesmanship 
and advertising. Mr. McKibbin be- 
lieves all three have been neglected 


— 
EI cian etna amen 
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TICONDEROGA TEXT 


Planning quality jobs... book jackets, brochures, 
announcements, programs, booklets? Choose this 
distinctive watermarked text paper for outstanding 
results... letterpress, offset-lithography or sheetfed 
gravure. Available in Brite White or Cream White 
plus seven attractive colors. Deckle or plain 

edge, laid or wove finishes, envelopes 

to match. Use Ticonderoga Text Coverweight 

as a companion paper. 


HUDSON GLOSS 


A real value in a process-coated book paper... for 
catalogs, house organs, broadsides, folders, time-tables, 
etc. Gives top letterpress performance ... single 

or multi-color ... 110-120 line halftones. 


The Printer a > hoes P) 


TICONDEROGA OFFSET 


Your number one buy in offset paper. Depend on it 
for faithful reproduction by offset-lithography 

and sheetfed gravure ...on single or multi-color 
presses. Smooth, fuzz-free, surface sized 

finish... a real affinity for ink. 


The Ink Specialist 


Bvternational | per...... 


PAPERS FOR PRINTING AND CONVERTING 


220 EAST 42 STREET, NEW YORK 17, N. ¥. 


during the past decade of easy sell- 
ing. 
Need for sales training programs 
and more effective advertising was 
stressed by Mr. McKibbin. He add- 
ed that advertising must be linked 
with product development. Too 
many companies, he said, have 
been trying to make advertising 
“take the place of basic product de- 
velopment. Product claims that 
cannot be supported by the product 
|in operation have no place in the 
| development of the sales plan.” 
| 


s As for product development, Mr 
| McKibbin stated: 

“We must return to the type of 
| thinking that was born right here 
/in Detroit where the continuous 

improvenrent in product made the 
| American public dissatisfied with 
|a car that was more than two or 
| ares years old.” 

He reported that Westinghouse 

is “practicing what it preacheg,” 
| Each division of the company 
| drawn up a long-range marketi 
program to fit its current plant 
pansion. 


Philadelphia Four A's Elects 


Wes Ecoff of Ecoff & James 
been elected chairman of 
Philadelphia chapter of the Ame 
can Assn. of Advertising Agenci 
Other officers elected: Earle 
Buckley of Buckley Organizati 
vice-chairman; Sidney Thayer I 
Aitkin-Kynett, secretary-treasur 
and George Bernard, Aitkin- 
nett, and J. M. Korn, head of t 
agency bearing his name, gov 
nors. 


WCAU Appoints Two 


George Goldman, formerly co’ 
chief of Zibman Advertisin 
| Philadelphia, has been named 
| sistant radio promotion director 
| WCAU, Philadelphia. Howa 
| Reifsnyder, previously wi 

WALL, Middletown, N.Y., 
| joined the WCAU promotion st 
| to handle promotion and publici 
work for the new WCAU radio- 


television center. 


OHIO'S 
STATE CAPITOL 
and the home of 


Television Station WTVN 


Transmitters, studios and antenna 
now located atop LeVeque Lincoin 
Tower. Soon to move into one of 
the most modern, efficient Television 
Centers in the world! 

With 20,000 watts of power, WTVN 
covers the rich central Ohio market 
on Channel 6. Affiliated with ABC 
and DuMont networks 

Owned and operated by Picture 
— Inc.-Edward Lamb, Presi- 

en 


Poa 


* 


WTVN-TV ts un- 
der common own- 
ership with the 
132-year-old_ Erie 


lando, Fla; and 
WTOD, Toledo, 
Ohio 
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| St. Paul .... 7 2 1 Westside Lo: ' 
Department Store Sales... Duluth-Superior $ on 18) | Ameues 6 2 Transfers John Morrison 
Kansas City District ; 9 | Qakland a. John Morrison, who has been 
4 Deaver cot ee— * «64s «3s with the marketing division of 
a es er p 1g y or as er Kansas City = = 2 Portland. 2 8 49 Farm Journal Inc., Philadelphia, 
‘ Salt Lake City ba 
Shanene oi 1 8 OF] see $ 3 Hllend advertising ‘sales staff ef 
Wasuincton, April 22—Easter| Chicago District ... 3 — _¢| Tue “é 13 —3 36, _ SPokane wo 81 19 Pathfinder. Earl’B. Geer or *.. 
buying injected a little life into  fruiavepolis = <a Dallas District 20 FS 16, rRevised. ceeds Mr. Morrison in Philadel- 
department store sales. The Fed- Detroit 2-3 -3 a nllgaa 5 nu 16 phia. 
Milwauk . 2 = aso .. 32 18) 30 
eral Reserve Board reports a na-| s¢ Louis District 3 88 ks| Fort Worth 13 ~©9 «631: Brewers Elect Perlstein 
tional gain of 11% for the week Little Bock 33 Fy 4 ay om = 1 . Harris Perlstein, president of Bross Named Sales V.P 
a Aus e = _ S " . . 
ended April 12 over the same week Gt Leute Aves 23° 23° «19| San Francisco District 7, nh te Pabst Brewing Co., Chicago, has 
lest year. This left the year-to- Memphis 21 #31 10 hes Anmiies Aten” a ae been elected the first vice chair- Albert S. Bross has been named 
ast year. : age "Minneapolis District _ 6 Downtown Los man of the United States Brewers v.p. in charge of sales for Landers, 
og 12 figure only 7% below Minneapolis ti —& & Angeles 4 21 15 Foundation. Frary & Clark, New Britain, Conn. 
The sales were generally un- 
spectacular, particularly in the big 
metropolitan centers. For the pre- 
Easter week, New York, Chicago, 


Detroit, Washington and Milwau- 
kee all showed losses from the cor- 
DEPARTMENT STORE 
<> SALES INDEX. 


1935.39 EQUALS 100 


| 
Week to Apr. 12, '52*p320 F | 
‘Week to Apr. 14, '51*..288 
!Week to Apr. 5, '52*....315 
Week to Apr. 7, °51*....292 
Week to Mar. 29, '52*..292 
Week to Mar. 31, '51*..258 


*Not adjusted seasonally 
ppPreliminary. 


bs, RR 


responding 1951 period, which was 

wo weeks after Easter. 

© Greatest gains were racked up 
the Southeast, where Miami's 

11% increase was lowest for the 

district. 

According to the Federal Re- 
Serve Board, consumers will con- 
tinue to be choosy about buying. 
The board’s annual survey of con- 
Sumer finances shows people have 
% intention to part with their 


cklog of savings (AA, April 
). 


: ™ Change from ‘51 
Week Ended 
b Mar. Apr. Apr. 
2 5 w 
SUNITED STATES is * a 
ston District J 26 
) New Haven 22 20 44 
» Boston 16 12 21 
Lowell-Lawrence 4) 15 37 
Springfield 26 24 47 
Providence 42 7 27 
Hew York District 16 rs 2 
’ Newark 16 10 1 
Buffalo 15 orl5 26 
P New York 16 r3 1 
Rochester 18 9 7 
+> ) Syracuse 4 2 6 
Philadeiphia District 2 8 68 
Philadelphia 21 ris 3 
Cleveland District 16 10 is 
Akron 17 5 1 
5 Cincinnati 15 8 26 
4 F Cleveland 12 9 13 
Columbus 7 15 5 
Toledo 18 2 18 
rie 24 8 24 
~ Pittsburgh 13 16 & 
‘e Richmond District =o 6rle um 
5 Washington 24 10 2 
Baltimore 32 11 25 
Atianta District 7 28 a4 
Birmingham » 31 51 
Jacksonville 25 27 7 
Miami 13 ri2 1 
Atlanta 4 r5l oa) 
Augusta 10 93 83 
New Orleans 27 0 21 
Nashville 37 45 43 
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HERALD 
EXPRESS 


leads all other 
newspapers in 
daily circulation 
in this area! 


\ Coupons are used to win 
new customers and to hold 
present ones. 


Eureka designed coupons 
Be produced on “ESPCO” Safety 

ae Paper afford protection against 
counterfeiting. Safety paper 
coupons are more effective, 


x attractive and indicate volue. 
: Write today for information 
= ond. sample of various types 


of coupons such as we produce 
for leading componies. 


Eureka Specialty Printing Co. 
Specialty Division 
567 Hectric Street, Screnton, Pa. 


For the full power of the press, 


choose the} 


mane) OF COUPONS CHRTHIC ATES 
TRADING STAMP) POLTER STAMPS AND 
Gummrd STATIONERY (TEMS 
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Seidler Joins Kellogg Co | onions, has asked Congress to ex- stalled or enforced.” 


: Walter Seidler, formerly man- 
: ager of KPMO, Pomona, Cal., has 
been named radio and television 


from ceiling price regulations. ed, ceiling prices on _ potatoes 
The commission said that “fresh “have promoted black markets, in- 


Los Angeles agency. tremely short growing and mar- regular marketing channels, tive. 


tive of K. C. Shenton Advertising| BotsE, Ipa., April 22—The Idaho| keting periods and hence in many Soon after ceilings were 
Service, Hartford. | Advertising Commission, promo-| instances are on and off the mar- | posed in January, 
' | thom agency for Idaho potatoes and| ket before ceilings can be in-| stopped advertising. 


clude fresh fruits and vegetables During the past season, it add- Appoints Close Inc. Rep 


The Tribune, Mesa, Ariz., 
, z 4 : . appointed George D. Close Inc. its | 
director of Edward S. Kellogg Co.,| fruits and vegetables require ex- creased retail prices, disrupted national advertising representa- Offers Recipe Book with Flour 


i the frat. 


ecm ang, a Sa re ey 


in Los Angeles, 
it’s the ABC City Zone! 


2 Conseco 


THE RICHEST prize of the vast, sprawling Los Angeles 
metropolitan area is the highly concentrated ABC City Zone. 


ar PIO ae oe 


. It’s truly the retail gem of Western America. And what a gem! 
Almost 500 square miles in area, it accounts for 58.6 percent 
of metropolitan Los Angeles’ total population and 71.8 


percent of the area’s total retail sales. 


THIS RICH PRIZE is yours when you spark plug your 
campaign by using the one Los Angeles newspaper that 
concentrates more than two-thirds of its total circulation in 


the ABC City Zone to lead all Los Angeles newspapers in this 


vital area. That newspaper is the Los Angeles 


Evening Herald-Express. 


| HERALD-EXPRESS 


Represented Nationally by Moloney, Regan and Schmitt 


Advertising Age, April 28, 1952 ” 
Tenge Joins Shenton Agency |]dqho Ad Commission Asks OPS to End |forced many established shippers | Names i. Douglas Robinson 
| Sdn &: Danan Se. teemate ath and receivers out of business, and H. Douglas ee former], 
| ; ae Patsy . b + . lowered uality offered to con- assistant divisional sales manager 
pay Kimpton pamper ning Price Control on Fr esh Fruits, Vegetables aumemn* a of the Westvaco chemical division 


of Food Machinery & Chemical 
Corp., New York, has been ap- 
pointed eastern staff associate of 
Modern Materials Handling, pub- 
lished by Materials Handling Lab- 
oratories Inc., Boston. He _ will 
make his headquarters in New 


has | York. 


Pillsbury Mills Inc., Minneapolis, 
is publishing a 64-page book of 
cake recipes compiled by Kate 
Smith from Ann Pillsbury’s col- 
lection. The booklet, containing 55 
recipes, is being packaged with 
| every box of Sno Sheen cake flour. 
| It includes both new and old re- 
cipes, 45 different frostings and 
| hints on how to freeze and deco- 
rate cakes. 


Appoints Robert Akeson 

Robert Akeson has been named 
assistant advertising manager of 
U.S. Industrial Chemicals Co., a 
division of National Distillers 
Products Corp., New York. He 
previously was associated with G. 
M. Basford Co., New York. 
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Advertisers 


Believe in 


STANDARD 


| The Register 
| Contains 
* The Advertiser, 
| Address, 
i Capitalization 
* Products with 


| Trade Names 
HEN time counts — | * Corporate 


V and you want to | , Executives 


know the brand name of a | oe 
product — what company | * Sales Manager 
makes it — the names of | 5 Printing Buyer 


the officers (especially the eT | 
Advertising Manager, the Handling j 
Advertising Agency) — | , Pyare 
where they advertise and nee Ae 
how much they why the | * Advertising 
re ae pele he \, “* Advovidien 
A ADVER.- Foca ys 
TISING RECISTER be. | « choracier, 
tent } 
longs on your desk. Santen 


Better get the facts. Just 
drop us a line on your company letterhead and 
we'll do the rest. 


jimes a 

is port ues STANDARD’S complete 

service of may be purchased 
ly. 


Free wire for colored [ 
illustroted pose | 
ve full information about i 
rane AnD ADVERTISING uo. fos] 
Supplementary Ser- | E-) } 
o yours for the asking. } j 


WATIONAL REGISTER PUBLISHING CO., INC. 


130 West 42nd Street = 333_N. sidign Avenve 
New York 36, N.Y. Chicege |. Hilinois 
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Sperry Reviews Baking Industry Ad History 


Cureaco, April 22—In the earli- 
est days of the baking industry, 
according to E. J. Sperry, a baker 
believed that “the mere aroma of 
the bake shop was all the adver- 
tising he needed.” 

Mr. Sperry, publisher of Sperry’s 
Personal Opinion, starts from the 
aroma approach and carries the 
history of baking industry adver- 
tising through 65 years in an arti- 
cle in the April 12 issue of Baking 
Industry, formerly Bakers’ Helper. 


@ Except for a few crude promo- 
tional attempts in the 1880s, real 
bakery advertising didn’t start un- 
til the turn of the century when 
trademarks became important 
From 1901 to 1908, Mr. Sperry 
points out, bakers deluged bread 
eaters with gift offers and trade 
ecards for children. But the most 
important era in the history of 
baking advertising, the article 


states, were the years between 1904 


“Illuminated and 
non-illuminated 


types. 


114 West Pear! St. 
INNATI 2, OHIO. 


Saping manufacturers of brand-name 
products from coast to coast. 


* ne Cae ae ee 
Rep in principal cities 


and 1908 when bakers started us- 
ing outdoor posters and cartoon- 
type ads 

The advent of baking machinery 
and wrapped breads brought an- 
other turn in the development of 
bakery ads around 1908, Mr. Sper- 
ry says, Later, in the ’20s, it cen- 
tered around sliced bread, and in 
1940 the emphasis shifted to nutri- 
tion 


® Taking a look at the future of 
bakery advertising, Mr. Sperry 
says, “One thing is sure—the bak- 
advertising of tomorrow will 


ery 
be more simple, will have more 
white space, will be shorter and 


will have more to say in less words 

The increasing cost of newspapers, 
billboards, radio and television will 
in itself minimize the expanse of 
time and space—for each loaf of| 
bread contains only so much prof- 
it” 


O-Cel-O Promotes Three 

O-Cel-O Inc., Buffalo, maker of 
cellulose sponge products, has pro- | 
moted William R. Johnson to gen- 
eral sales manager and Frank L. 
Haverson to sales manager of the 
grocery division. R. Thomas Mc- 
Clive has been advanced from 
sales promotion manager to as- 
sistant sales manager 


Green Mint Buys News Show 

Block Drug Co., Los Angeles, 
will begin sponsorship of “The 
World Today,” on Monday, Wed- 
nesday and Friday, over the basic 
Columbia Pacifie Network and five 
additional stations, effective May 
26. Green Mint mouthwash will be 
promoted. Cecil & Presbrey, New 
York, is the agency. 


Appoints Shaw & Schreiber 

Art Neckwear Co., Philadelphia, 
has appointed Shaw & Schreiber, 
Philadelphia, to direct its adver- 
tising. 


BIG BOTTLE—This 20’-high illuminated plastic bottle on DuPont 
Hwy. near Wilmington is one of 11 which Diamond State Brew- 


READ Tr ABEL 


100% 
PURE GRAIN 
makes a truly. 


ery is installing near Wilmington. Diamond's agency, J. Robert 
Mendte Inc., Philadelphia, designed the sign. 


CBS Promotes Froug 

William Froug, director of pro- 
gram writing for the Columbia 
Pacific Network and KNX, Los 
Angeles, has been promoted to pro- 
gram supervisor of network pro- 
grams for CBS-Radio, Hollywood. 
He has been with the network 
since 1948. 


Gill Appoints Breacher 

Clifford Gill, Beverly Hills ad- 
vertising and publicity organiza- 
tion, has named Barbara Breacher 
to handle television and printed 
media. Miss Breacher formerly was 
with American Broadcasting Co. 
in Hollywood. 


Flexible Tubing to Bastord 
Flexible Tubing Corp., Guild- 
ford, Conn., has appointed G. M. 
Basford Co., New York, to handle 
its advertising. The account for- 
merly was handled by McNevin- 
Wilson-Dalldorf, New York. 


Over 6,000 responses from 17 states during five-months period end- 
ing March 1. This is the achievement story of the Lincoln Hatchery, 

. one of the world’s largest. Using only KFAB 

to cover the big Midwest-Empire Market, the hatchery reports these 
amazing results from its noon-hour program, ‘Poultry Pointers.’ 


lincoin, Nebraska . . 


The achievement in advertising marked up by Lincoln Hatchery is 
typical of records made by many advertisers using the selling power 


of KFAB 


if you are not yet in the KFAB foid of “Achievement 


Advertisers’ get the facts today. Contact Free & Peters... . or 


Harry Burke, General Manager. 


SERVED 


~ EMPIRE 
THE, MIDWEST oT BY KFAB 
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| tional 
|the lack of merchandising effort 


| making some progress. However, 


Celotex Ad Chief Urges Another 
Crusade for Truth in Advertising 


Cuicaco, April 22—Gates Fergu- 
son, director of advertising for 
Celotex Corp., called for a revival 
of the crusade for “Truth in Ad- 
vertising,” in addressing the Agate 
Club, magazine representatives’ as- 
sociation, yesterday. 

He deplored the untruthful ad- 
vertising which he said is appear- 
ing in many publications, and par- 
ticularly criticized the copy of cig- 
aret companies, which he says} 
nobody believes. He urged media} 
representatives to be frank in ex- 
pressing their opinions of objec-| 
tionable copy to advertisers and 
agencies. 

“One of the weak spots in na- 
advertising,” he said, “is 


at the retail level. We are working 
hard to convert lumber dealers in- 
to real merchandisers, and are 


we find that in many cases dealers 
fail to follow up the inquiries 
which we obtain through our mag- 
azine advertising, the result being 
that many live prospects for home 
building and modernization are 
never contacted.” 


a Mr. Ferguson reported a recent 
conversation with a building sup- 
ply dealer during which it devel- 
oped that the latter had not fol- 
lowed up a large number of in- 
quiries which he had received from 
the Celotex Corp. Lack of time was 
given as the reason, but it was 
pointed out that a few minutes on 
the telephone would have brought 
many of these prospects into the 
store. 

He recalled the creative efforts 
of his company in breaking the 
building log jam in 1949 by pro- 
moting the idea that the cost of 
homes was not unreasonable. A 
booklet describing typical designs 
was offered for 25¢, and more than 
100,000 responses were received 


This campaign, he pointed out, was 
not intended to promote Celotex 
products primarily, but to interest} 
the public in building homes 

Much of the 1952 advertising of| 
the company will have that objec- | 
tive, with similar booklets being 
provided for prospective home} 
builders. Putting a price on the 
booklets, he added, insures inquir- 
ies from those seriously interested 
in building. 


& Celotex does not offer coopera- 
tive advertising to dealers, but 
urges them to tie in with the} 
national advertising campaigns 
through the use of local newspaper 
advertising. Mats and other adver- 
tising material are furnished to 
dealers, and much of it is used. 
“Although radio and television! 


are being used successfully for 
some products as local media tying 
in with national advertising, news- 
papers have a decided advantage 
in their ability to reproduce all or 
parts of magazine advertisements, 
thus providing a perfect tie-in with 
national media,” he said. 

“Too many advertisers,” he con- 
tinued, “regard the cost of space 
as a paramount factor in selecting 
media, and too often overlook the 
obvious importance of what goes 
into the space. It is conceivable 
that an advertisement in 1” single- 


| column space could achieve better 


results than a full-page advertis- 
ment for the same product 

“The highest rate quoted today 
for a full-page, four-color adver- 
tisement is for a magazine used as 
a newspaper supplement. The rate 
is $30,670. One type of advertise- 
ment in this costly space could 
make the investment practically a 
total loss, whereas more intelligent 
use of the space could pay off in 
terms of an impressive profit.” 


Offers Two TV Film Series 

Official Films, Hollywood and 
New York, has added two televi- 
sion film series to its present line: 
“Secret File, U.S.A.,” starring Rob- 
ert Alda, and “Rocky Jones, Space 
Ranger,” starring Richard Crane. 
A special promotion campaign is 
under way, called Space Ranger 
Enterprises. It is headed by Jack 
Danov, formerly in charge of mer- 
chandising for Roy Rogers. 
Twenty-five licensees for clothes, 
guns, wallets and similar items 
have been signed. 


Wheeler, Kight Adds Account 

Wheeler, Kight & Gainey, Col- 
umbus, has been appointed to di- 
rect advertising and sales promo- 
tion for all lines of women’s shoes 
manufactured by Irving Drew 
Corp., Lancaster, O., and its sub- 
sidiary, Blue Grass Shoe Co. The 
agency formerly handled the Blue 
Grass Shoe Co. division. Previ- 
ously, Irving Drew Corp. placed 


| its advertising direct. 


2 Appoint Town Advertising 


American Foods, Philadelphia, 
and Chunk-E-Nut Products Co., 


Philadelphia, have appointed Town 
Advertising, Philadelphia, to han- 
dle their advertising. American 
Foods markets Chef’s Pride may- 
onnaise, which is being introduced 
to the consumer for the first time 
this year. Chunk-E-Nut manufac- 
tures a complete line of peanut 
butter, nuts and popcorn. 


American Gas Assn. Elects 

The American Gas Assn. has 
elected Charles E. Bennett, presi- 
dent of Manufacturers Light & 
Heat Co., Pittsburgh, president. 
Frank C. Smith, president of Hous- 
ton Natural Gas Corp., has been 
elected v.p 
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Pathfinder 


sells ideas 
where ideas 


are wanted 


People buy ideas first . . . sales of merchandise follow. : 
By its editorial content, Pathfinder seeks out 
people who are looking for ideas. Twice each month, 
to a nationwide family audience of thinking 

men and women, Pathfinder brings news and views 
on products and people, business and Government. 


Sepa ee oe Oe ee 
Ry 


No other magazine of comparable character 4 
majors in Pathfinder’s market . . . a market 
where more than half the home-owning families 
of America live . . . families who have 

great needs and great buying power. 


Te adm chen 


If you sell products or services through ideas, 
Pathfinder will extend your coverage into an 
important new market of thinking people. That is 
why an ever-increasing number of important 
companies are adding Pathfinder to their 

national advertising programs. 


a a 


Publisher 
Washington Square, Phila. 5, Pa. 


ms a aes SUR Areca ye) be a > I ee = Grae ah 9 \) SS ee oe tae “i, ¥ rr ee eee re ke 
ge : ; i a ae 
aa < 
ons. 
| Vi a 
ao (952 MODELS \ FR yew | a 
a a — > a See us ds eee 
po a 4. eee eS : Rigs 
gh: é a Se sage 
; ‘ Pi 8 — , r ab ws fast 
i @ le A SAIN - _ 
mt a . ¥e cE 3 _ 
, Ul \ Ng)? ———~p ade Z 
ne = X) (_)) — io aig 
oe , 4 a: a aay ot 
7 ' / ¥/, iH 8) \ a 
ae ; mate | apie we nih arc 
a Resi? a af l\ 10 
- = | a S 
i ~5 ne 
< q . ak | ee | i; PI [P| pee ~ a be a 2 
cs ' - Pe SS @iy2 wae ag 
md i oo he? a. 

: > " ol A gay ” es 
| _— \ : 

ey - ae oe sie 
| N i 
+ i ae é 
if Be 
at f S a 
| S 
s 
F i cea = 
“se we 
7 ; ON 
— ae 
~ 2 
; | 
t : - 
: { % 
4 . 
| =: 
— iS 
_ ; oe * & S 
i = Ahr te 
a ; : ™ ws “Ata, INder j eS 
; . . > VE oe 
; ; a 
< Sem = te 
| d ‘. 4 Pape: med / i 
: won * a / ‘lots 
‘ ok — ae Bee See a fT with: if 
f Vi sae oe - eae 
i i ce iad «Re . see! a = es , ‘ he 
3 r Sein. os, ees 5 ‘ te 
 —_ Je: a see rsa 
: : ee pe Be ey exes 
y . Se 3 %, 4 i coon) ee 
; > tk pee ee CA aia 
: : m yea 3 =) oo . RRS, | 
ae Oe ; ‘ », mete 
one id i = . ’ re 
og 7 - ‘ Jae 
ee , : ttre 
| Se, ae: ee 
| f Ibe: Miho =e 4! tetas 
] i POTN te oe 3 

j I pe 
eS (Fes 

! Reach More Thinking Americans... Buy | Ih eT nO 
| ti, 
rm ia . 
os ee < OO 
te é ‘ ate : a = UE ene 
ER ON Sa a 3 aa | OS oe ie en 


/ amuly (Gaele ire first 
to guarantee 4 6 () 


circulation 


This new guarantee of 4,000,000 copies marks another major step forward in Family 
Circle’s spectacular growth story. 

Because Family Circle is a big, colorful magazine specially edited to serve the house- 
wife’s interests, more and more housewife shoppers are buying the magazine at their favorite 
chain grocery stores. 

Advertisers have increasingly invested more of their dollars in Family Circle because 
they know they are covering this major market of housewife shoppers with an effectiveness 
and economy unmatched by any other magazine. 


CONTINUING CIRCULATION GROWTH LEADS IN SINGLE COPY SALES 

Last year Family Circle gained 725,825 single copy cir- 
culation, compared with losses or small gains for other’ wo- 
men’s service magazines. 


4 MILLION 4,000,000 
Guaranteed Circulation SINGLE COPY SALES (A.B.C.) 
January, 1953 1951 1950 
FAMILY CIRCLE 2,973,557 2,247,732 725,825 Gain 


McCall's 1,486,408 1,402,155 84,253 Gain 


Present Guarantee 
3,500,000 Woman's Day 3,793,518 3,750,220 43,298 Gain 
Good Housekeeping 1,020,371 1,004,092 16,279 Gain 


3 mim 


2 MILLION Woman's Home Companion 1,330,276 1,413,705 83,429 Loss 
| Circulation Guarantees | Ladies’ Home Journal 1,865,174 2,036,313 171,139 Loss 
1 MILLION 
L ieee —L- soso Le i951 —L-_ 952 Ll i9s3 J LEADS IN PAGES OF FOOD AND GROCERY 
Family Circle’s A.B.C. circulation increased 725,825 PRODUCTS ADVERTISING 
copies in 1951. For the second consecutive year, Family Circle led all 
women’s service magazines in pages of food and grocery 
LEADS IN CIRCULATION GAINS products advertising. 


Last year Family Circle gained more total circulation 


than all other women’s service magazines combined. FOOD & GROCERY PRODUCTS 


ADVERTISING PAGES 


AVERAGE NET PAID (A.8.C.) 1951 1950 
195! 1950 
FAMILY CIRCLE 2,973,557 2,247,732 725,825 Gain FAMILY CIRCLE 553.43 503.68 49.75 Gain 
ny McColl’s 4,079,509 3,835,106 244,403 Gain Woman’s Day 548.75 486.56 62.19 Gain 
KG Good Housekeeping 3,142,016 3,044,105 97,911 Gain Good Housekeeping 480.44 498.83 18.39 Loss 
3 Woman's Day 3,793,518 3,750,220 43,298 Gain Ladies’ Home Journal 434.55 488.73 54.18 Loss 
. Woman's Home Companion 4,079,266 4,067,212 12,054 Gain Woman’s Home Companion 373.95 375.47 1.52 Loss 
ty ladies’ Home Journal 4,473,309 4,553,830 80,521 Loss McCall's 299.69 301.73 2.04 Loss 


concentrated coverage of housewife shoppers 
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store-distributed magazine 


0,000 


... beginning January 1953 


i 
Ki 
1 
1 
‘i 


: Food and grocery products...drugs...appliances...apparel...all are needed, and all 
are bought, by the shopping housewives who buy Family Circle. 

Take advantage of Family Circle’s national circulation that automatically selects 
i housewife shoppers...concentrates coverage in key markets...and costs the least per-page- 
i per-thousand. 

; Talk with your advertising agency about getting more results from your advertising 
. dollars...in Family Circle this Fall and in 1953. 


i CONTINUES TO LEAD IN 1952 THE ONLY NATIONAL STORE-DISTRIBUTED MAGAZINE 
g 4 In the first quarter of 1952, as compared tv the first Family Circle is sold in all of the 8,500 stores of 14 lead- 
~— quarter of 1951, Family Circle gained more pages of adver- ing grocery chains that operate in 48 states and Canada. 
78 tising than all other women’s service magazines combined. These stores rang up a total of over four billion dollars in 
= | TOTAL PAGES OF ADVERTISING sales in 1951 — more than 36% of all U.S. food-chain 
( t FIRST THREE MONTHS business. 
oe 1952 1951 
FAMILY CIRCLE 182 155 27 Gain 
Woman's Day 212 199 13 Gain 
McCall's 204 205 1 Loss 
a Woman's Home Companion 181 214 33 Loss 
| i Good Housekeeping 320 362 42 Loss 
§ Ladies’ Home Journal 262 309 47 Loss 
t LOWEST COST PER-PAGE-PER-THOUSAND 
d Family Circle has the lowest cost per-page-per-thousand 
4 for black-and-white, and four-color, of the top 10 national 
u f magazines. LATEST 
i B/WPAGE 4-COLORPAGE GUARANTEED 
RATEPERM RATEPERM CIRCULATION 
FAMILY CIRCLE $2.75 $3.60 4,000,000 
4 Woman’s Day 2.80 3.87 3,750,000 CONGR SAAT COONS 
: Good Housekeeping 3.04 4.14 2,800,000 
4 McColl’s 3.13 4.17 4,000,000 : : 
Ghearbiineteete 2834 420 4,100,000 These stores are located in the 1,695 U.S. counties that 
Ladies’ Home Journal 3.16 4.33 4,275,000 account for: 
. § Better Homes & Gardens 3.21 4.38 3,400,000 87% of U. S. retail sales 
. Look 3.52 5.27 3,250,000 88% of U.S. food sales 
Dae Saturday Evening Post 3.61 5.36 3,800,000 86% of U. S. drug sales 
/ Lite 3.69 5.56 5,200,000 83% of U. S. families 
While the cost of reaching the readers of these other Advertising can be purchased in all or any combination 


of twenty sectional editions, to parallel advertisers’ product 


magazines has continued to increase, Family Circle, alone, 
distribution in the grocery chains that sell Family Circle. 


. has held its base rates for the past three years. 


Circulation figures: 
A.B.C. PUBLISHERS’ STATEMENTS 
Advertising figures: 
P1.B. 
Advertising rates: 
$.R.0.5. 


in key markets at the least cost per-page-per-thousand : - - 


| Tmily Cele NEW YORK CHICAGO SAN FRANCISCO 
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Hotpoint Gives 
Freezer-Food 
Plans Support 


Cuicaco, April 25—Freezer-food 


plans today picked up a strong 
supporter—Hotpoint Inc. 
The Chicago appliance maker 


announced that, after a study “of 
the best plans now in use,” it is 
recommending the program “as a 
means of building retailer sales of 
home freezers.” 

However, John F. McDaniel, 
sales manager of the General Elec- 
tric affiliate, added that use of the 
plans will be determined by Hot- 
point distributors “to fit local com- 
petitive market conditions.” 

He explained that “because of 
widely varying market conditions 
across the. country,” freezer-food 
plans are not “suitable for all lo- 
calities.” 


® The Hotpoint move came shortly 
after its Chicago distributor—Gen- | 
eral Electric Supply Corp.—dubbed | 
the plans “phony” (AA, April 21).) 
In a statement to AA, Mr. Mc-|} 
Daniel said | 
“Hotpoint feels that the idea of| 
foods with a 


a sociating frozen 
‘ ezer purchase is not only bene- 


ftial in creating freezer sales, but 
also in educating the public to the 
@@vantages and savings possible | 
With a home freezer. Desirable 
pipns of this kind can benefit the | 
appliance and food industries, and | 
r@present a progressive trend that} 
Hotpoint supports.” 


otpoint, significantly, is back-| 
both freezer-food plans which 
through retail food merchants 
those which use locker plants 
iwever, appliance dealers were 
ised “to investigate carefully 
i: involving wholesale prices | 
thet claim savings for the cus- 
tomer.” 
r. MeDanie! said the fresser~| 
fo@d plans are nothing new to Hot- 
point. He pointed out that in 1948} 
the company “introduced a pro-| 
@r@m to its dealers encouraging} 
thém to investigate special prices | 
on frozen foods where the dealer, | 
thé food processor and supplier 
w@uld mutually benefit from the} 
fale of a home freezer.” 


@ Another Chicago appliance] 
maker, International Harvester} 
Co., decided last week that it will} 
not launch its own freezer-food | 
program 

This was somewhat of a sur- 
prise, ad copy announcing | 
an International Harvester-spon- | 
known to have been 


since 


sored plan i 
prepared 

Many International Harvester 
freezers have through 
the various plans and the company 
left the door wide open for such! 
promotion to continue. In effect 
the company told its distributors 
and dealers 

“We will not have our own plan 
But we do not condemn any 
freezer-food program. You may tie 
in with such plans, but we advise 
you to investigate them carefully 
before doing so.” 


| 
| 


been sold 


8 In explaining Harvester's posi- 
tion, T. B. Hale, v.p. in charge of 
general sales, stated: 

“We manufacture and sell home 
freezers and refrigerators which 
we say, and believe, are the finest 
in the world. That is our business 
that is our interest in the business 
We are not in the food business and 
will not be.” 

Mr. Hale said Harvester recog- 
nizes that it has no control over its 
distributors and dealers. 

“However,” he added, “we are 
proud of our good name and jeal- 
ous of our reputation...It is our 


most prized asset and it is one of 


the greatest sales aids our distribu-| 


tors have in merchandising our 
products.” } 

Robert Burnside, assistant man- 
ager of general sales, denied that 
Harvester was influenced by pro- 
tests from grocery chains and 
other food interests. He said the 
decision resulted from an inde- 
pendent investigation. The com- 
pany, he explained, is anxious not 
to endorse a program that may 
bring adverse reactions from its 
customers 


Radio-TV Academy 
Wants FCC Check 
on Phony Awards 


New York, April 25—-The con- 
tinuing struggle over whose brand 
of radio-TV award is best took a 
new turn this week. The Academy 
of Radio & Television Arts and 
Sciences—now in its third year— 
announced that it will take up the 
matter of awards with the Federal 
Communications Commission. 

“Immediately following the third 
annual academy Michael awards 
on May 5, the Academy of Radio 
& Television Arts and Sciences 
proposed to petition the Federal 
Communications Commission to in- 
vestigate the abuse of the public’s 
air through mutually arranged 
deals between broadcasters and 
professional promoters who obtain 


free air time on sponsored network | 


guise of 
Edward 


under the 
‘citations,’ ” 


programs 
‘awards’ and 


Bobley, president of the academy, | 


said. 


8 Mr. Bobley, who was instrumen- 
tal in setting up the Michael 
awards, is editor of TV Screen 
(formerly Radio & Television 
Best). In addition, he edits Acad- 
emy, a magazine started recently 
to tie in with the work of this 
award group. The Academy of 
Radio & Television Arts and Sci- 
ences claims a membership of 850 
persons representing talent, agen- 
cies, advertisers, networks, etc. 
Members pay an annual member- 
ship fee of $5. 

“One of the most flagrant prac- 
tices is the ‘award’ created by pro- 
motion men and public relations 
‘experts’ expressly designed to get 
two or three minutes of radio or 
TV time on a network program as 
an exchange deal for a story or 
picture in a national magazine. 


@ “Similar deals are made with 
program artists, who are willing to 
accept any ‘phony’ honor on their 


| sponsor’s program in exchange for 


free mentions and plugs in maga- 
zine articles and _ stories,” Mr. 
Bobley continued. 

“The promiscuous acceptance of 
‘promotional awards’ directly re- 
flects on the integrity of the broad- 
easting industry and its artists, 


cheapens the whole concept of giv-| 


for 
the 
and 


ing meritorious recognition 
outstanding achievements in 
arts of radio and television, 


is a fraud on the 


| ence,” he said 


Fire Destroys ]WT TV Films 


Film used for television com- 
mercials and photographic equip- 
ment was destroyed April 22 in a 
fire that broke out in a film stor- 
age booth in the New York office 
of J. Walter Thompson Co. No esti- 
mate was made of the loss. Acrid 
smoke forced the agency’s em- 
ployes to leave the building for 
several hours, but other occupants 
of the Graybar Bldg. were not dis- 
turbed. 


‘Unique’ TV Film Spot Made 


Video’ Films, Detroit, has made 
a “unique” one-minute television 
spot for Pix-Tube Inc., Detroit, 
guarantor of picture tubes. The 
spot incorporates 10 seconds of 
blank screen to show televiewers 
what their tube would look like 
if it were burnt out. 


nation’s audi-| 


and Mary Lou Gordon, director of public Pp 
Angeles, who won the grand award and one of the “Lulu” awards. 


AWARD CEREMONY—The Los Angeles Advertising Women’s annual Frances Holmes 
awards were presented April 20 by actress Barbara Stanwyck. Shown here are 
(from left) Miss Stanwyck; Norma Jean Wright, coordinating director of this year’s 
event; Frances Holmes, former agency head in whose name the awards are given, 


Lat 


, Orth dic H pital, Los | 


Mary Lou Gordon Wins Top Holmes Award 


Los ANGELEs, April 21—Mary 
Lou Gordon, director of public re- 
lations for the Orthopaedic Hospi- 
tal here, yesterday was named the 
grand award winner in the 6th an- 
nual Frances Holmes Awards. Miss 
Gordon also received the first place 
“Lulu” for the best public rela- 
tions campaign. 

The competition is held annually 
by the Los Angeles Advertising 
Women, in cooperation with the 
Advertising Assn. of the West. The 
awards are given to women in ad- 
vertising and allied fields in the 11 
western states and British Co- 
|lumbia, for achievement in ad- 
| vertising. 
| Other “Lulu” winners were: for 
copy, Peg Bracken, Botsford, Con- 
| stantine & Gardner, Portland, Ore., 

for Jantzen swim suits, first; Mar- 
got Mallary, Cole of California, 
second. 

First award for layout, Ada M. 
Demke, Broadway Department 
Stores; second, D. R. Lippman, Les- 
lie Furniture Store. 

Finished art, first, Lillian Love, 


Bullock’s Wilshire; second, Vera | 
Conklin, Broadway Department | 
| Stores. 

Research project, first, Helen 


Murray Hall, National Broadcast- 
ing Co.; second, Dorothy Corey, 
Facts Consolidated. 


# Complete campaign, Peg Brack- | 
jen, Jantzen swim suits; second, | 
|Catherine Wueste, Walker’s De-| 


partment Store, San Diego. 

Television commercial spot cam- | 
paign, first, Doria Balli, TV Ads} 
Inc., for Metropolitan Savings &| 
Loan Assn.; Betty Mears, Betty | 
Mears Teleshows, for Max Factor. 

Sponsored television program | 
series, first, Jeanne Gray, KNXJ;| 
second, Monty Margretts, KNBH. 

Commercial film, first, Betty 
King, Frederick K. Rockett Co., for 
Southern California Automobile 
Club; second, Jean Wagner, Cutter 
Laboratories. 

Publicity campaign, Margot Mal- 
lary, Cole of California; second, 
Alicia Kay Smith, Rose Marie Reid. 

Public relations campaign, first, 
Mary Lou Gordon; second, Mildred 
F. May, Valley National Bank, 
Phoenix. 

Unique method of advertising, 
first, Annette Honeywell, Bullock’s 
Westwood; second, Marjorie Lenz, 
Charm. 

Special newspaper promotion 
award, Paula Kent, Union-Tribune 
Publishing Co., San Diego. 

Honorary “Lulu’s” went to Bar- 
bara Stanwyck, who made the 
presentation, Frances Holmes, and 
Margaret Anders. 

No awards were made for 
mechanical! production, radio com- 
mercial spot announcement cam- 
paign or sponsored radio program 
series. 

Frances Ballack was awarded a 
second place “Lulu” for direct 
mail, for J. W. Robinson Co. 


‘Herald Tribune’ 
Promotes Thees 
to Ad Director 


New York, April 22—-The New 
| York Herald Tribune, which hasn't | 
|had an advertising director since 
last September, when Alfred B. | 
Stanford resigned to join Benton! 
& Bowles, yester- 
day named John 
D. Thees to that 
post. Mr. Thees 
had been retail 
advertising man- 
ager of the news- 
paper for four 
years. 

At the same 
time, it was an- 
nounced that | 
William R. But- John D. Thees | 
ler, formerly na- 
tional advertising manager, will 
become advertising manager. 
James W. Sykes, classified display | 
manager since 1949, moves up to 
the national advertising manager 
spot. 

George Barthelme, formerly 
classified advertising manager, be- 
comes retail advertising manager. 
Patrick Murphy, who has been in 
charge of resort and travel adver- 
tising since 1946, now moves to the 
post of classified display manager. 

Frank J. Mahoney, formerly 


| Tribune 


James W. Sykes William R. Butler 


real estate display advertising 
manager, now becomes classified 
advertising manager. 

Mr. Thees came to the Herald 
in 1945 as head of the 
department store advertising staff. 
He was appointed retail advertis- 
ing manager in 1948. Previously, 
he had been with the New York 
World-Telegram and the Daily 
News. 


Form Photographers Group 
The Affiliated Photographer’s 
Assn. has been formed in Detroit 
with 28 advertising and commer- 
cial studios in the initial member- 
ship list. The group has affiliated 
itself with other trade organiza- 
tions under the Graphic Arts Assn. 


Rylander Co. Moves 

Rylander Co., Chicago direct 
mail advertising and letter service, 
has moved to larger quarters at 
216 W. Jackson Blvd. 


Advertising Age, April 28, 1952 


Bans on Color Set 
Production May Be 
Eased Soon by NPA 


WASHINGTON, April 24—The Na- 
tional Production Authority is ex- 
pected to move shortly to ease its 
ban on color TV set production. 

A meeting on a revised color 
control order will take place dur- 
ing the coming week and may re- 
sult in a plan to permit at least 
a limited start on set output, 

There is still a sharp backstage 
fight in NPA over color, but the 
opposition has been backed into a 
difficult position. 

Weeks ago, the NPA conceded 
that there is no shortage of mate- 
rials to justify a “stop” order on 
color. 

However, NPA’s electronics di- 
vision has insisted that removal of 


| the color ban would divert engi- 
| neers from defense work. 


@ With TV ready to move into new 
markets, top officials are reluc- 


| tant io continue the ban without 


a better case. They are pressing 
for a compromise which would en- 
able manufacturers to go into 
color if they can show that their 
defense work wouldn't be neg- 
lected. 

The arrival of color was an- 
nounced by the Federal Commun- 
ications Commission in September, 
1950, but has a habit of not hap- 
pening. 

After FCC authorized color on 
standards proposed by CBS, the 
project was tied up in court until 
May, 1951. Commercial broad- 
casts were just getting started 
when former mobilization chief 
Charles E. Wilson ordered color 
stopped “for the duration.” 


s Meanwhile, the problem of in- 
troducing the CBS color stand- 
ards has been intensified since the 
signals cannot be received in 
e:ther color or b&w on existing 
home receivers without special at- 
tachments. 

From the time the FCC began 
considering color until the time it 
approved the CBS system, the 
number of sets in use increased 
from 3,000,000 to about 10,000,000. 
At the present time an estimated 
16,000,000 sets are in use. 

The introduction of CBS color 
will be complicated even in new 
markets, since the network pro- 
grams relayed by the new stations 
would generally consist of the ex- 
isting b&w type signal, receivable 
on color sets only if the sets were 
built to receive both the old and 
the new type signal. 


8 Introduction of color could be 


| further delayed in the event new 


proposals for a so-called “compat- 


| ible” color system were to be filed 


with the FCC. The RCA system, re- 
jected by FCC in September, 1950, 
was such a system, because its col- 
orcasts were receivable in b&w on 
existing home sets. Since its re- 
jection, RCA claims to have im- 
proved its color system. In addition, 
General Electric and others have 
been experimenting with another 
proposal for so-called compatible 
color. 


Lamb Opens New York Office 

Edward Lamb Enterprises Inc. 
has opened an office ir New York 
at the Barclay Hotel. The New 
York office will correlate the own- 
ership of WTVN, Columbus; 
WICU-TV, Erie, Pa.; WTOD and 
WTRT, Toledo; WHOO, Orlando, 
Fla., and the recently purchased 
WIKK, Erie. The organization also 
owns the Dispatch Herald, Erie 
daily and Sunday paper. Bernard 
H. Pelzer Jr. is manager of the 
New York office. 


Stewart Named Ad Manager 

Howard Stewart, formerly ad 
manager of the contract division of 
Jacob Reeds Sons, Philadelphia, 
has been appointed ad manager of 
Buchan Loose-Leaf Record Co., 
Clifton Heights, Pa. 
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Swing, ol 


really hay. 
still hay. 


any others... 


it’s pretty tasty. 
What, no hay? You had steak! Quit brag- | 


ging. The chuck roast you probably had was 
Somewhat reorganized, true, but 


Because you don’t like hay or protein sup- 
plement, or soybean oil meal, or silage, Iowa 
farmers who produce more choice beef than 
have a lot of work to do. 


To put 100 lbs. of meat on a baby beef 


That was a fine hunk of hay you had for | takes: 
dinner last night, wasn’t it? Seasoned with a | 
shot of minerals, a little silage, a dash of 
molasses and a sprinkling of soybean oil meal 


BABY BEEVES, TOO, ARE FORMULA FED IN IOWA 
... And It Takes 15 Ibs. of Feed to Build a 16 oz. T-Bone 


462 lbs. of grain; 47 lbs. of supple- 


ment; 198 lbs. of hay; 
And when you get the 100 lbs. of gain, 


186 lbs. of silage. 


| only 60 of it is broiling, boiling, roasting or 


frying grade. The rest is bones and unmen- 
tionables. 


The formula that makes a baby beef in- 
cludes a variety of feeds, the peculiar me- 
chanics of the steer’s four stomachs, skill in 
feeding, and the farmer’s willingness to take 
economic risks that would turn a business 
man’s hair white. 


If you’d rather eat the hay plain, say so. 


Published by Wallaces’ Farmer and lowa Homestead . . . . Leading Farm Publication in Iowa . . . 


Des Moines, Iowa 


LOOK GRANDPA...WITH NO “HANDS” [ya7e7 sary 


... Production Is Still Going Up 


ae 


| eee y) 
1. : 


- 


o 


Know what's aonaine here? 
(farm style). 


he cuts green hay faster than the boys can blow it into the silo. 


» 
Wes 
ich 


Gilbert Hoch is on the benefit end of a eae 
With no pitchfork, no hay stacks, and a minimum of sweat he says 


Know anyone 


with a faster working blower they'd like to sell to lowa farmers? 


Sure Grandpa will look down his | 


nose when the third generation yaps 
about the long hours of farm work. 


But he likes what he sees. 


“How’s your hired man_ working 
out?” an Iowa farmer was asked at a 
recent meeting in Des Moines. 

“Hired man? What kind of a crit- 
ter is that? I ain’t seen one of those 
in years.” 

He’s almost right too. And yet 
farm production keeps increasing, at 
the same time the number of Jeeves 
of the barnyard declines. 


Help this year is mostly of two 
kinds, the kind you raise yourself— 
sons under military age. 


And farm machinery. 


Farmers in 1950 produced 75 per- 
cent more stuff than they did in 1910— 
and of higher quality—with 28 percent 
fewer man hours. 


Take haying. First you raked it. 
Then you cocked it by hand. Then you 
pitched it in the rack by hand. Then 
the great little brain child, the hay 
fork came along to put it in the barn. 
But then you had to mow it by hand 
and that was the worst of all. Both in 
time and in discomfort. 


Today —well if you haven't seen the 


operation—you’d never recognize it. 

And you kept the weeds out of a 
160 acre corn field with a hoe. A lot 
of hoes... and a lot of aching backs. 

Eighty men with hoes might be able 
to keep the weeds down in the corn. 
And the hoes wouldn’t cost much 
either. But the chore of keeping track 
of the hours ached out would be some 
job. 

Now one man with a tractor and 
cultivator — and some spraying — will 


time left over. 

Food takes quite a chunk of the 
budget now. But if farmers went back 
to 1910 methods costs would 
double. And you wouldn’t have the 
quantity . .. nor the variety. 

But forget it. Won’t happen. Farm- 
ers are turning out more and more 
with less and less man help. 

At least they are in the corn belt. 
And the farms of Wallaces’ Farmer 
and Iowa Homestead subscribers use 
more machines than any others. And 
what’s more . . . when it comes to 
looking for the facts to help them get 
the most out of their machines... 


they prefer WF&IH over any other | 
| 382,162 in U. 


farm publication. 


| 


If you read the flood news ... you might 
get the idea that Iowa was all under water 
this spring. Not so. Governor Beardsley 
of Iowa reports that around one percent 
(1,500-2,000 farms) were hit by the high 
water. There are 203,159 farms in the 
state. 
* * * 

Readership scores of advertisements 

mean more when the score is broken 

down to show what kind of folks do 

the reading. If a farmer with no hogs 

reads a hog feed ad . . . doesn’t help 

sell feed. 

Real question is this: What response 

is made by the kind of farm operator 

you'd like to reach? 

WFA&IH is making special studies of 

this kind in a few ads each survey is- 

sue. Interested? 


Go to the side or the front door when you 
call on farm people. It’s better manners. 
An Iowa State College survey showed that 
while 65 percent of farm callers used the 
back door, only 25 percent of the women 
wanted them to. 

. * . 


Question-of-the-week: “Can you keep 
readers as interested on page 88 as on 
page 97” Our latest reader survey 
presents some very interesting infor- 
mation on this point. Want the figures 
and how it was done? 

. * * 


How to talk Iowa: “Mow,” when pro- 
nounced to rhyme with hoe, means to cut 
hay or weeds in the field. When you match 
it with cow, it means hard work. . . to 
distribute hay evenly and compactly in the 
haymow as the hay is brought in by the 
hayfork. 


1950 CENSUS NEWS 


keep the weeds cleaned out and have | 


of lowa Farm Income 


Farms With Product Sales Valued at 
$5,000 and up: 
Percent Of Farms In This Bracket 


o-* ca aC 3 
5 SERRE 2 


Farms With Product Sales Valued at 
$10,000 and up: 
Percent Of Farms In This Bracket 


8k mR 2 


There are 203,159 farms in Iowa, 5,- 
Ss. 


40% Plus of lowa’s 
Counties Are In 
Nation's Top 200 


Not very exciting stuff after read- 
ing government reports of spending, 
is it? 

Probably won't boost your blo 
pressure or make the pineal 
gush either ... unless you are one 
the few imaginative sales experts w 
have dreams. One particular dre 
deals with the ideal farm market. 

A dream like this: Take the natio 
top 200 farm income counties. P 
half of them in one state. Group t 
rest neatly around it. 

What a market to play with. Tu 
loose the advertising, salesmen a 
dealers. And make hay. 

But wake up. There’s no 
market. Not quite. But look— 

In lowa you'll find 42 of the 200. 

Around Iowa, in the area also co¥- 
ered by Wallaces’ Farmer and Io 
Homestead, you'll find 26 more of theg 
top income counties. 

You get a crack at 68 of the t 
200 with this one state farm public 
tion. It would be nice if we cou 
offer you the entire 200... but the 
68 are the best we can do. 

It is by far the best any advertis 
can do, too. Check up and see. 

Another question we wish you'd ask 
is: “Do those top income farmers in 
the 68 top income counties read and 
rely upon WF&IH?” 

More new, impartial reports are com- 
ing up on this. Ask us. 

Or if you want more details about 
the 68 counties, write us at Des Moines, 
Iowa. 

These county estimates, incidentally, 
are based on BAE reports for 1950. An 
early check on 1951 shows the same 
final count. 

What about ’52? Would you like to 
place a small bet that Iowa won't 
have 40 of the top 200 counties? 

Doubt if you would, gambling is 


su 


illegal. And that kind of a bet would 
be worse than illegal... it would be 
stupid. 


Here’s a tip. Iowa’s a top state be- 
cause it’s a real diversified farm state. 
Income depends on no one product. 
Check the USDA figures. Last year 
farm income came from over 32 dif- 
ferent operations. 

No, don’t bet against Iowa as the 
best farm buying state in the nation. 
Stick to the horses ... there you've got 
a chance. 
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Test Is Too Good; 
Gorton-Pew Can't 
Fill a New Demand 


Guoucester, Mass., April 22 
What Gorton-Pew Fisheries here 
thought would be a little prelimi- 
nary sampling, preparatory to a 
Boston test of new quick frozen 
fish cakes, prompted such a 
nanza of orders from throughout 


bo- 


“RESORT LIVING IN THE HEART OF LOS ANGELES 
Edward J. Crowley, General Manager - A Hilton Hotel 


FOOD SALES AR 


in America’s 


Maal ak 


the country that the test had to be 
postponed indefinitely. And the 
company had to scurry for some 
fish cake making machines to cap- 
ture the demand 

Gorton-Pew had turned over a 
corner of its factory to shaping 
and freezing the cakes. It offered 
them to many of its distributors 
at arecent grocery convention. Or- 
ders poured in from everywhere. 
The appeal is cheapness and ease 
of preparation, for Gorton-Pew has 
been canning the same product for 
years. 

The institutional field, because 
the fish cakes are labor saving, is 
especially interested. In fact, a 
Boston jail as well as New Eng- 
land colleges are among the cus- 
tomers. There is little consumer 
resistance outside of cod producing 
New England because the product 
is bought simply as a “fish cake” 
and the customer's palate decides 
its taste virtues. 


s The Gorton-Pew agency, H. B. 
Humphrey, Alley & Richards, had 
been suggesting a region-by-region 


ander aac 


expansion through food store mag- 
azines with four-color ads, but the 
unexpected demand would make 
a substantial supply to even one 
region unlikely. So, until two or 
three cake-makers are procured 
and set up, widescale distribution 
is stalled. 

“Give me a call in September on 


our ad plans” was the best a Hum-| 


phrey exec could tell AA. 


New Haven Railroad Buys 
WHDH Convention Coverage 
New York, New Haven & Hart- 
ford Railroad Co. will sponsor ra- 
dio coverage, direct from Chicago, 
of the nominating conventions over 
WHDH, Boston. There will be a 
minimum of five 
broadcast daily while the Demo- 


crats and Republicans are in ses-| 


sion. Special reports will be plan- 
ned to appeal to 
interests. 

The railroad company also will 
sponsor the station’s coverage of 
returns from the Massachusetts 
primaries on April 29 and the na- 
tional election on November 4. 


Time was bought through Cham- | 


bers & Wiswell, Boston. 
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con give 
penetration of this 


rich market 


OOD SALES that were fabu- 
lous in 1950 climbed another 
23% for 1951. Drug store sales up 
18%, restaurant (food and drink) 
sales up 35%. WTAR-AM-TV delivers 
a fat slice of these mushrooming sales. 
Climb on the sales wagon. Contact 
Edward Petry & Co. today. 
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_~_ 5-000 WATTS DAY AND 
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NORFOLK, VIRGINIA ag 


—AM-FMm NBC AFFILIATE 
TV ALL NETWORKS 


quarter hours) 


New England 
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The Rise and Fall of TV Stars 
Winter of 1951-52 
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SIX LEADERS—This chart shows how Videodex ratings have changed for the stars 

whose TV shows led all other network fare in March. Most of the leaders’ shows had 

peak audiences in November and February. This wos also true of television as a 
whole, as shown by the Videodex sets-in-use figures below. 


Videodex Average Sets-in-Use 


SUNDAY 
1951 Morn. After. Eve. 
January 3.3 30.6 49.5 
February 3.8 30.0 47.9 
March 4.3 28.0 44.9 
April 4.1 27.0 45.5 
| May 28 24.1 42.5 
June 3.0 21.5 36.8 
July 2.6 17.2 29.2 
August 2.0 16.3 28.7 
September 2.6 19.7 37.0 
October 3.9 22.3 43.5 
| November 4.3 24.8 47.9 
5 aed 3.7 23.3 44.1 
| January 40 24.9 45.7 
February 3.8 25.1 44.5 
March 3.3 21.7 42.7 


BY MONTH 
MONDAY-FRIDAY SATURDAY 

Morn. After. Eve. Morn. After. Eve 

2.0 16.1 47.3 5.3 14.6 49.1 
3.5 16.4 46.5 7.7 19.2 49.6 
2.6 41 46.5 6.6 20.0 48.8 
2.6 13.2 45.3 5.0 15.4 43.3 
2.0 111 41.5 58 15.2 45.8 
18 10.9 38.2 5.7 14.5 37.7 
2.0 12.6 30.6 5.4 12.5 28.7 
2.8 10.7 27.8 49 12.1 28.4 
2.6 10.0 32.6 7.0 13.6 39.0 
28 16.5 39.2 6.9 25.5 42.7 
4.6 15.0 43.4 8.8 19.4 44.9 
3.8 13.5 40.9 7.5 24.4 42.9 
4.0 15.1 42.0 8.1 17.5 47.2 
5.0 16.0 40.8 9.7 18.8 44.0 
46 14.3 38.7 7.7 17.8 42.7 


Joins Pacific National 

| Martin Boss, formerly program 
director and national sales mana- 
ger of KXLY, Spokane, has been 
appointed copy and public rela- 
| tions director of Pacific National 
| Advertising, Seattle. 


Gunzendorfer to KH]-TV 

| Wilt Gunzendorfer, formerly 
| general manager of KGB, San Di- 
ego Don Lee outlet, has been ap- 
pointed manager of operations for 
| KHJ-TV, Los Angeles. 


Abrams Named Ad. Sales V. P. 

Merwin S. Abrams, formerly a 
sales representative of Publishers 
Digest Inc., Chicago, has been ap- 
pointed v.p. in charge of advertis- 
ing and sales promotion of Mid- 
continent Tube Service Inc., Chi- 
cago. 


Wirsig Joins ‘Newsweek’ 

Woodrow Wirsig, formerly ex- 
ecutive editor of Look, has been 
appointed cover editor of News- 
week, New York. 


newspaper 
seric ga 


* 


from Lake Shore— 


—top quality reproduction 
—day and night service! — 
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Chicago Grocer's 
Offer: Food Items 
at Cost Plus 10% 


Cuicaco, April 22—A new tactic 
in the battle between chain food 
stores and independents is being 
tried out in the Hyde Park com- 
munity on the South Side here. 

The tactician is Leon Mandel, | 
proprietor of the Harper Food 
Shop, 1504 E. 55th St. He’s offering 
a cost plus 10% offer to shoppers. 
Mr. Mandel described his plan in 
a page ad in the Hyde Park Her-'| 
ald, the community newspaper. 

All products in the store are 
marked at cost, except for fair 
trade items. Shoppers, having com- 
pleted their selection, get an ac- 
tual-cost total at the checking 
counter. To this is added 10% of 
the total plus tax. Pointing out 
that the chain store markup aver- 
ages 15-20% above cost, Mr. Man- 
del claims housewives can save 
$3 a week if they normally spend 
$40 a week at the chains. 


s Mr. Mandel told ApvERTISING AGE 
that the idea for the plan came to 
him through a small item in a 
magazine about a similar effort! 
being made in Miami. He had been 
thinking of doing something like | 
it or trying a cooperative food buy- 
ing plan, and the item decided 
him. 
Asked if the chain stores couldn't | 
institute a similar plan to undersell 
independents who try the 10% 
markup, he said he didn’t think 
they could afford to do it. 

“Their balancing comes in fruits | 
and vegetables and meats,” he said, | 
“where their markup runs as high | 
as 30%. On other items, they cut 
the price to the bone. That’s where 
they get their volume.” 

Also, the independent has the! 
advantage in a plan of this kind, | 
he said, because “you've got to) 
work close to the market. You have | 
to watch price fluctuations 90% of | 
the time and keep up with them, | 
and the chains just can’t do that.” | 


} 


GE Appoints Slattery S.M. | 

James J. Slattery, formerly mer-| 
chandise manager of the refrigera-| 
tion and range divisions of Mont- 
gomery Ward & Co., Chicago, has 
been appointed a v.p. and general | 
sales manager of General Electric, 
Appliances Inc., Bridgeport, Conn. | 
Before joining Montgomery Ward) 
in 1941, Mr. Slattery had worked 
for L. Bamberger & Co., Newark, 
and John Wanamaker & Co. and 
R. H. Macy & Co. in New York. 


Promotes Albert Earl 

Albert B. Earl, advertising man- 
ager of Columbia Records Inc., 
Bridgeport, Conn., since 1950, has 
been promoted to executive as-— 
sistant and director of consumer 
research. He will be assigned to 
special projects and will coordi- 
nate all interdepartmental activi- 
ties of the company in his new 
post. 


Ads Lure Colorado Tourists 

Lewis Cobb, Colorado state ad-| 
vertising director, reports his 
department has received 32,523 in- 
quiries about the state so far this 
year, an alltime record. He im- 
putes the increased interest to an 
increased national advertising pro- 
gram by the department. 


KSTP-TV Creates New Rate 

To increase commercial use of 
morning time, KSTP-TV, St. Paul- 
Minneapolis NBC station, has cre- 
ated a new Class D rate, effective 
from 11:30 p.m. to 11:59 a.m. The 
Class D rates are now 70% of Class 
C rates. All other rates remain the 
same. 


ABC Promotes Jahncke, Ayres 


American Broadcasting Co., New 
York, has promoted Ernest Lee 
Jahncke Jr. v.p. and assistant to 
the president. He formerly was 
v.p. for the ABC radio network. 
Charles T. Ayres, v.p. in charge 
of radio sales for ABC, has been 
advanced to succeed Mr. Jahncke. 


| Barclay Names Soroka A. M. 


Barclay Mfg. Co. of New York, 
manufacturer of plastic-coated 
panels for walls and ceilings, has 
appointed Charles M. Soroka ad- 
vertising and sales promotion man- 
ager. He was formerly associated 
with American Broadcasting Co. in 
an executive capacity and was at 
one time general manager of Don 
Spencer Co., publishers’ represent- 
ative. 


Pollay Joins Radiant Mfg. Corp. 

Harry Pollay, formerly division 
service manager for the Independ- 
ent Bakers Council of America, has 
been appointed sales specialist of 
Radiant Mfg. Corp., Chicago pro- 
ducer of projection screens. 


| Seelig & Co. Gets Account 


Seelig & Co., St. Louis, has been 
appointed to handle advertising 
for Metal Edge Tab Co., St. Louis 
maker of metal-edged alphabetical 
tabs and special accessory equip- 
ment for boats. 


Ad Sy Se eee 


$700,000,000 Income 
in ‘51 Reported by 
‘Stations and Nets 


WASHINGTON, April 22—Com- 
bined revenues for AM, FM and 
TV stations and networks in 1951 
was almost $700,000,000, the Fed- 
eral Communications Commission 
reported last week. Net income be- 
fore federal taxes exceeded $100,- 
000,000 for the first time in indus- 
try history. 

Revenues of the AM-FM service 
were $455,000,000, up 2.5% from 
1950 and a record high. TV revenue 
was $239,500,000, an increase of 
126.2%. , 
® Aural stations in non-TV mar- 
kets fared better than those in TV 
markets. The revenues of 1,395 
aural stations in non-TV markets 
increased 8% compared with a 1% 


| decrease for 439 aural stations in 


TV markets. 

The 108 TV stations received 
43.4% of the revenue enjoyed by 
632 AM-FM and TV stations in the 
63 TV markets. This compared 


with 26.2% of the revenues in TV) 


markets in 1950. 


8 TV revenues exceeded aural sta-| 


tion revenue in six markets—Co- 
lumbus, Los Angeles, Philadelphia, 
New York, Cleveland and Balti- 
more. 

FCC found that 800 prewar AM 
Stations account for the bulk of 
Station revenue and income. 
Though they are only 37% of all 
AM stations, they enjoyed 63.6% 
of total station revenues and 80.2% 
of income (before taxes). Only 
19% of almost 2,200 AM and AM- 
FM stations reported losses in 1951 
—the smallest proportion since the 
big postwar expansion got under 
way in 1946. 


e's casy-WHEN YOU KNOW HOW! 


Anyone in your office can set type for an ad like 
this with easy-to-use FOTOTYPE. Just slide 
cardboard letters into self-aligning composing 
stick, ready to be mounted or layout. Simplihes 
layout preparation. Saves time and typesetting 
bills. Wide selection of distinctive type faces. 

WRITE FOR NEW pre CATALOG 
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1415 ROSCOE ST CHICAGO 13 


AMER YQ ; : 
COVER 


BY THE MAKERS OF HAMMERMILL BOND 


Let your printer show you how a lively cover invites reader- 
ship, wins favorable action for catalogs, broadsides, booklets 


“Sure is! And give 
their printer credit. 

He suggested that 

attention- getting 


You raise your catalogs, booklets and 
other mailings far above the “run-of- 
the-mill’”’ when you add an attractive 
cover —one that conveys an impres- 
sion of importance and quality to the 
reader. 

Ask your printer to show you exam- 
ples—on Hammermill Cover. In bright 
white or any of eleven lively colors, it 


—— 


5 You can obtain business printing on 


provides a pleasing background for a 
cover that wins further inspection. And 
Hammermill Cover is long-lasting, 
keeps on working and selling for you 
long after you send it out. It’s backed 
by the famous ‘“‘Hammermill” name, 
known and respected by thousands of 
buyers of business printing. Send to- 
day for the free sample book. 


papers 
this shield on a printer's window. Let 
it be your assurance of quality printing. 


pfo--------------- 


Hammermill Paper Company 
1459 East Lake Road, Erie 6. Pennsylvania 


Please send me— FREE —the up-to-date sample book of 
Hammermill Cover. 


you see 


Position 


~ooeee———— 


(Please attach to, or write on, your business letterhead.) 
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New York Speaks 


cu 


10,000 students from over 400 schools and colleges com- 


pete in the annual New York Journal-American Tournament 


of Orators ... largest civic event of its kind in America 


EORGE WASHINGTON, Alexander Hamilton, 
Thomas Jefferson ... these and other distin- 
guished American statesmen contributed powerfully 
to the cause of freedom, the qualities of leadership 
and moral purpose. 

So that these same qualities may be developed in 
the young men and women who will control the nation’s 
destiny, the New York Journal-American annually 
sponsors the Tournament of Orators . .. this year 
celebrating its tenth anniversary. 

To the winners go the $1,000 Freedom of Speech 
awards. To the many thousands of students who 


participate, the reward lies in the development of 
sound and sincere thinking that will serve them as 
individuals throughout their lives. 

The Journal-American has always believed that 
its function in the community extends further than the 
recording of daily events. In sponsoring the Tourna- 
ment of Orators ... and many other youth-aid projects 
such as the Sandlot Baseball Program, the History 
Contest and the visual education filmstrips used by all 
New York City public and parochial schools . . . the 
Journal-American helps to develop both physical and 
moral health in the citizens of tomorrow. 


Service to the community is one reason why the Journal-American is New York’s 
largest evening newspaper... advertisers, too, are well-served when they — 
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TV Repair Men 
Just Don't Like 
Huber Hoge Book 


NATESA’s President 
Tells ‘AA’ Falsehoods 
Dominate in the Book 


New York, April 22—That “TV 
Owners Guide to Operation and 
Repair,” which Huber Hoge & Sons 
is handling for Bedford Co. (AA, 
March 17), is still making news. 


wie ° 
~S 


679 N. Wells St Chicago 10 WHI 4-345] 


Mixed with orders from consum- 
ers who have made the book a 
fast moving mail order item are 
letters from better business bu- 
reaus which have had complaints 

notably from TV service men 
singly or as a group—concerning 
the advertising for the guide. 

Meanwhile, several newspapers 

probably a dozen—have declined 
to accept the copy. In at least one 
of these cities, however, the ad did 
appear in the paper as a part of 
the Sunday supplement. 


@ Among the service men who have 
vociferously expressed themselves 
on the subject of this be-prepared- 
to-fix-it-yourself TV booklet is 
Frank J. Moch, president of the 
National Alliance of Television & 
Electronic Service Associations, 
Chicago. He wrote to ADVERTISING 
Ace after the appearance of its 
first story on the mail order offer. 

Charging that “many falsehoods 
had been used to push the book,” 
he made these specific charges— 
and others concerning advertising 
for the guide: 

“1. In the paragraph starting 
with ‘90% of these break-downs,’ 
the statement, ‘And, in almost 
every one of these cases, these sets 
have produced perfect movie clear 
pictures—without major break- 
downs—for as much as one year,’ 


is so ridiculous and far from truth 
that not one manufacturer of any 
TV set would testify to its correct- 
ness. If this were so, the great sums 
of money spent by every good TV 
set producer to operate these spe- 
cial labs for the single purpose 
of trying to improve their product 
by advance knowledge of break- 
downs would be futile and sense-| 
less. | 

| 

| 


@ “2. In the paragraph starting, 
‘What TV experts have learned, 
etc.’ the statement ‘it need break | 
down only once during the entire 
year’ contradicts the statements 
made in the above paragraph. 
Damn smart these TV sets, since 
they know they should break down 
just once a year. Any real TV ex- 
pert will testify to the fact that 
four to six breakdowns per year} 
occur in the average set. This is| 
borne out by figures collected by | 
this alliance and many other agen- 
cies. 


3. “In the paragraph, ‘TV buy- 
ers,’ the statement ‘Beware...the 
discount house’ is really a prize. 


Where else could you get a 40% 
discount (if it existed) as advised 
in another paragraph.” 

The agency has had discussions 
concerning the book’s advertising 
with three better business bureaus 
—the Detroit bureau, the New 


TEST MARKET 
in the Midwest,” 
... say Agency and 


Advertising Executives 
in Sales Mgm't Surveys. 


A fast-growing diversified indus- 
trial center . . . in the heart of 


A Self Contained 
Major Market! 


one of the nation’s richest agri- 


cultural areas . . 


solated from 


other metropolitan markets .. . 


as far from Chicago or St. Louis 


as Baltimore is from 


HLLINOTS 


IA 


The 
Nation's 
Bright 
Sport 


Star 


New York City. 


Ward-Griffith AS [Pew Representatives ‘cmemaneen 


| bureau, 


| of toning it down a bit and expects 


| with the national bureau, perhaps 
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KAYE- HALBERT TV 


ALWAYS 


FIRST HEADLITE DISPLAY—Inspecting the 


owT iw 


first installation of 11x42” Headlite dis- 


plays now being placed on Los Angeles buses are Richard Hildebrand, California 
Transit Advertising; Hal Gardner, H. M. Gardner & Associates, and Edward Altshuler, 
national marketing director, Kaye-Halbert TV. 


York bureau and the national BBB. 
In addition, the latter group has 
a file of material—carbons of let- 
ters, etce.—collected from other 
video cities. 


@ These bureaus have raised a 
number of questions concerning 
specific claims made in the adver- 
tising, which has appeared in 
most television cities some time 
during the last three months. 
Points at issue seem to be such 
things as making a specific guar- 
anteed annual saving on repairs, 
making some repairs sound simple} 
when such may not always be the 
case, and the tendency to make 
disparaging references about some 
TV repair men. 

Cecil Hoge, president of Huber 
Hoge & Sons, said that some} 
changes in the copy had been made 
at the suggestion of the New York 
which he said the agency 
asked to “clear” the ads in advance 
months ago. The bureau declined, 
however, saying that such was not 
its function, he added. 


8 Meanwhile, the agency has been | 
revising the copy in the direction 


to discuss the proposed changes 


this week. In the interim, ads 
which were set weeks or months 
ago, including magazine copy, are 
running as scheduled. 

The campaign is tapering off, 
Mr. Hoge told ADVERTISING AGE, 
because the mail order season is 
about over. This was the original 
planning for the drive, he said. 

The agencyman indicated that he 
was pleased to talk the whole mat- 
ter over with the national bureau 
and hoped to get all points clari- 
fied to clear the way for the re- 
newed ad push, which is due to get 
under way in August. 


‘52 TV SERVICING 
WILL COST PLENTY 
New York, April 22—Television 
viewers this year are expected to 
spend $750,000,000 on service calls 
to keep their TV receivers in work- 
ing order, according to Electronics. 
The McGraw-Hill magazine re- 
ports that most service calls will 
be on a cash basis since less than 


| Pretz’] Products Co., 


\ | U ALINE 
THE NATIONAL nee roe 30 YEARS 


5% of the sets in use today are 
under service contracts. 

“Dealers who handle all makes 
of sets are selling contracts with 
only about 10% of their new sets,” 
it was stated. 

Electronics attributes the drop in 


| repair calls in the last years to two 


factors: (1) manufacturers are 
making “more reliable” sets, and 
(2) owners are becoming “more 
tolerant of minor defects in the 
picture.” 


@ The magazine found that the na- 
ture of TV _ set troubles has 
changed. “Tube replacement is the 
biggest reason for calis, now that} 


quality of components and as- 
sembly work in factories has im- 
proved. Calls for antenna troubles 
have gone down because people 
fix their own,” it was pointed out. 

Electronics’ breakdown on rea- 
sons for service calls is: picture 
tubes, 5%; other tubes, 40%; back- 
of-set controls, 15%; false calls, 
8%; capacitators, 7%; tuners, 6%; 
other components, 4%; antenna 
troubles, 3%; deficiency in circuit 
design, 2%; realignment, 2%, and 
soldered joints, 1%. 


Three Appoint Reimers Co. 
Carl Reimers Co., New York, has 

been appointed agency by Fashion- 

craft Products, New York maker of 


infants’ formula bags; Pawling 
Rubber Co., Pawling, N. Y., pro- 
ducer of rubber doormats, and 


Reading, Pa., 
manufacturer of bite-size pretzel 
products. Esmond & Dore, New 
York, is the previous agency for 
all three accounts. 


John Carman Joins DC&S 

John Carman, formerly with 
Chicopee Mills, has joined Doherty, 
Clifford & Shenfield, New York. 
as an account executive. 


More for your Money 
No matter how you look at it 


} anion 


a ov tme on 


Jt Plt 


| IT LOOKS BEST.. 
IT IS BEST 


Here 
your Advertising 
works harder 


Yes, ads have average life of 120 days 


| omong the better Home Furnishings Dealers 


who have 65% of the buying power of this 


| 3% billion field. And, BIG king-sized page 


gives 30% more dominance to your sales 
story. Sells the Dealers and the Dealers’ Cus 
tomers. 


FURNITURE 
@ AGE 


4753 N. BROADWAY | 
CHICAGO 40, ILLINOIS 
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Coming 
Conventions 


Indicates first listing in this column. 
April 30-May 2. Assn. of Canadian Ad-| 
vertisers, 37th annual meeting, Royal 
York Hotel, Toronto. 
May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 


May 8. Export Advertising Assn., fourth 
international convention, Hotel Plaza, 
New York 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Radisson Hotel, 
Minneapolis. 


May 11-14. National 
motion Assn., annual convention, 
Hotel, Louisville, Ky. 

May 19-20. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 21-23. International Council of 
Industrial Editors, 11th annual conven- 
tion, Minneapolis. 

May 25-28. National 
tions, spring meeting, 
Shawnee-on-Delaware, Pa 

*May 26-29. Outdoor Advertising Assn. 
of America, 55th annual convention, Drake 
Hotel, Chicago 


Newspaper Pro- 
Brown 


Business Publica- 
Shawnee Inn, 


May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 
mont, San Francisco. 

May 28-30. National Assn. of Trans- 
portation Advertising, annual meeting, 
Blackstone Hotel, Chicago 

June 8-11. Advertising Federation of 


America, 48th annual convention and ex- 


hibit, Waldorf-Astoria Hotel, New York 

June 9-10. National Assn. of Magazine 
Publishers, 33rd annual meeting, Pocono | 
Manor Inn, Pocono Manor, Pa 

June 16-18. American Marketing Assn., 
conference, Netherland Plaza Hotel, Cin-| 
cinnati 

June 16-19. National Advertising Agen- 
cy Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa 

June 22-24. Newspaper Advertising Ex- | 
ecutives Assn., summer meeting, Daytona | 
Beach, Fla. | 

June 22-26. Advertising Assn. of the! 
West, annual convention, Olympic Hotel, | 
Seattle 

June 29-July 2. National Industrial Ad- | 
vertisers Assn., annual conference, Palmer 
House, Chicago. 

Sept 11-13 
Managers Assn 
nual convention, 
Montreal, Que 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn | 
Harris Hotel, Harrisburg. | 

Oct. 4-7. Mail Advertising Service Assn 
International, annual convention, Shore- | 
ham Hotel, Washington, D. C. | 

Oct. 5-9. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, | 
San Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-21 Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W 
Va. 

Dec. 27-29. 
conference, 


| 
| 
| 


Newspaper Advertising 
of Eastern Canada, an- 
Mount Royal Hotel, 


American Marketing Assn., 
Palmer House, Chicago. 


Melvin Buys Out PR Outfit 
Jack Melvin has bought out Mel- 
vin, Newell & Rector, Hollywood 
publicity and promotion organiza- 
tion, and formed a new company, 
Melvin Co., at 6305 Yucca St. All 
staff members have been retained. 
Officers of the new company are 
Jack Melvin, president; Homer G. 
Nelson, executive v.p.; Ben Brown, 
v.p.; Margaret Alcorn, secretary- 
treasurer. Betty Newell and Roy 
Rector are account executives. 


Koontz Heads Diebold Inc. 
Raymond C. Koontz has been 
named president of Diebold Inc., 
Canton, O. He succeeds George K. 
Bockius, who remains a member 
of the board and has been ap- 
pointed chairman of the executive 
committee. W. K. Wilson, sales 
manager of Diebold’s systems di- 
vision, has been elected a v.p. 


Norris Heads Production 

Verne Norris, formerly with 
Brisacher, Wheeler & Staff, San 
Francisco, has been appointed pro- 
duction manager of Richard N. 
Meltzer Advertising, San Fran- 
cisco. 


LBS Moves in Hollywood 

Liberty Broadcasting System has 
moved its Hollywood offices to 
new and larger quarters in the 
Equitable Bldg. 


Forms Publications Division 
United Fruit Co., New York, has 
created a publications division to 
handle publication of its two mag- 
azines, “U. F. Report,” and “Uni- 
fruitco,” and of subsidiary annual 
reports, employe and public rela- 
tions brochures and other media. 


| David Zingg is director of publica- 


tions; Gordon Kidd, assistant di- 
rector; Timothy Horan, editor of 
“U. F. Report,” and Marie Berger- 
on, editor of “Unifruitco.” 


Roulier Joins Sessions Clock 
Leonard A. Roulier has been 
promoted to sales promotion man- 
ager of Sessions Clock Co., For- 
estville, Conn., and also will act 
as sales representative in the New 
England districts. Mr. Roulier has 
been with the company since 1946, 
serving with the purchasing and 
advertising departments. 


Shaw Named President 

Herman L. Shaw, formerly pres- 
ident of H. L. Shaw & Sons, 
has been elected president and 
general manager of Shaw Oil & 
Chemical Corp., Boston. 


Two Appoint Adams Rep 
Darwin J. Adams & Associates, 
New York, has been appointed 
New York advertising representa- 
tive for Midwest Purchasing Agent, 


published by the Midwest Pur- 
chasing Agent Assn., Cleveland, 
and Professional Photographer, 


published by Charles Abel Inc., 
Cleveland. Meanwhile, the repre- 
sentative has named Edward A. 
Dawson, formerly with J. Fred 
Henry Publications, a v.p. 


Cunningham Named A.M. 
David E. Cunningham, who has 
returned after more than two 
years’ service with the U. S. Naval 
Reserve, has been promoted to ad- 
vertising manager of Raybestos di- 
vision of Raybestos-Manhattan 
Inc., Bridgeport, Conn. He was 
marketing supervisor for the com- 
pany before being recalled to the 
Navy in October, 1950. ‘ 


Taylor Joins T. O. White 

Frank M. Taylor, formerly with 
WAFM-TV, Birmingham, has 
joined T. O. White Advertising, 
Birmingham. 


Monsler Boosted to Manager 
M. O. Monsler, sales manager of 
the welder and electrode division 
of Harnischfeger Corp. Mil- 
waukee, has been promoted to 
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Sei Annual Meet for May 4 
The Pre-Filed Catalog Assn., 
composed of organizations that 
provide services for the design, 
production and _ distribution of 


manager of the division. W. R. manufacturers’ catalogs, will hold 
Stephens succeeds him as sales its annual meeting at Hot Springs, 
manager. Va., on Sunday, May 4 
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Canadian TV Sales 
Boom, Match Drop 


in Radio Sales 


Toronto, April 24—A decline in 
Canadian radio sales last year was 
matched by a boom in sales of tele- 
vision sets. 

The Canadian Bureau of Statis- 
tics has reported that radio sales 
amounted to $51,452,000 in 1951, 
compared with $59,160,000 the 
previous year. Television sales 
climbed to a value of $20,836,000 
in 1951, from $12,948,000 in '50 

The number of radio sets sold in 
1951 was 754,000, as against 759,- 
000 the previous year, while 39,200 


COPYWRITER AVAILABLE 
Copy and contact. Now earning $7500 with 
medium Chicago agency on 5 accounts 
totalling 2'» million in billing. 7 years 
experience consumer, industrial, radio, TV 
copy. Sales promotion, campaigns, com- 
mercial movies. College. Veteran. Age 31 

Box 143, Advertising Age 

200 E. [linots St., Chicago 11, Tl 


television sets were sold against 
29,600 in 1950. 


Newspaper Guild Files to 
Represent Fairchild Employes 
The Newspaper Guild of New 
York, Local 3, American Newspa- 
per Guild (CIO) has filed a pe- 
tition with the National Labor Re- 
lations Board for certification as 
collective bargaining agent for 
employes of the non-mechanical 
departments of Fairchild Publica- 
tions, New York. The guild has 
asked to be certified for about 650 
people in all departments except 
those covered by labor union con- 


tracts with mechanical unions. 
Publications involved include 
Daily News Record, Footwear 


News, Retailing Daily, Men’s Wear, 
Supermarket News and Women’s 
Wear Daily. Fairchild Publica- 
tions is opposed to the move, Louis 
W. Fairchild, president, told AA, 
and expects to resist it. 


Budne Joins ‘Family Circle’ 
Joseph Budne, formerly with 
Paris & Peart, New York, has 
joined the art section of Family 
Circle’s promotion department 


BBBs Find Ads 
More Truthful, 
Report Shows 


Number Questioned 
Dropped 8% Last Year; 
7,779 Required Action 


New York, April 22—Advertis- 
ing is doing a better job of ac- 
curacy, according to the annual 
report issued by the Assn. of Bet- 
ter Business Bureaus. 

As part of the association's 
Truth-in-Advertising program, 
bureaus scanned millions of ads 
in 1951 and questioned only 19,- 
027—an 8% drop. Of these, only 
7,779 required action by the bu- 
reaus and, with the exception of 
207 ads which were referred to 
authorities, business men coop- 


“Better turn off either the 


sink or the TV, 


honey!” 


TV is wonderful in its place, but that doesn’t include 66.1% of the p/aces 


where Louisville families can and do listen to radio sets! 


WAVE radio is heard via thousands of extra sets in kitchens, bedrooms, 


basements, dining rooms and automobiles 


hence can make 1000 impressions for you, for only 37¢! 


Check with Free & Peters! 


Facts above are from sctentific, authoritative survey 


made by Dr. Raymond A 


Kemper (head of the 


Psychological Services Center, University of Loutsrtlle) 


in WAVE area, July, 1951 


5000 WATTS 


VE 


LOUISVILLE 


Free & Peters, Inc., Exclusive National Representatives 
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Ads Investigated by BBBs 


NUMBER OF ADS SHOPPED 


ADS REQUIRING ACTION 


TOTAL Papers Mogerines Rodio Vv = cttates 

Financial 968 883 10 71 4 278 20 
Commercial . 1,685 1,618 19 42 6 852 24 
Merchandise 16,120 15,159 106 622 233 6,591 161 
Manufacturing 10 9 1 1 
Wholesale ... . 27 27 3 
Solicitations. . . 15 14 1 6 1 
Schemes... ... $2 47 5 Pe 13 
Miscellaneous 

Inquiries and 

Complaints . 150 145 ee $s 35 1 
1951 Total.... 19,027 17,902 135 745 245 7,779 207 
1950 Total... 21,634 20,479 $42 613 _— 8,446 158 
1949 Total.... 33,868 31.319 313 2,236 - 12,506 269 


erated in “correcting or eliminat- 
ing those ads found to be not in 
the public interest.” 


@ The report singled out men’s 
and women’s apparel ads as “again 
accounting for a high number of 
questionable advertisements in 
1951.” Used car ads also, “cuntin- 


ued to cause a high number of in- | 


quiries and complaints.” 


A separate record of question- | 


able television advertising was set 
|up by the bureaus in 1951. Dur- 
jing the year, 971 TV sales and 
service ads were questioned, and 
856 (89%) required action by the 
| bureaus. The report explains that 
“this high percentage reflects the 


al efforts of some advertisers when 
they had difficulty moving their 
stocks.” 

However, the report goes on to 
say that “in volume, the number 
of cases is considered small,” and 
that advertisers in all fields are 


duce abuses. 


= The Better Business Bureau 
movement had a peak year of ac- 
tivity in 1951. A total of 1,432,228 
inquiries and complaints covering 
60 different businesses were han- 
dled. This was a 21.6% increase 
over 1950 and a 42% jump over 
1949. 

The ten most active fields of 
service—in order of volume of in- 
quiries and complaints—were: so- 
licitations for funds for charities 
and causes; home construction; ad- 
vertising, merchandising and serv- 
icing of TV sets; all lines of in- 
surance; auto equipment and 
service, and new and used cars; 
home appliances; magazine sub- 
scriptions; furniture and rugs; and 
dry cleaners. These fields ac- 
counted for 45% of the inquiries 
and complaints. 

In the commercial category, 
photographers continued to cause 
the greatest volume of problems 
resulting in 46,360 complaints and 
inquiries. Consumers asked about 
the reputation of photographers, 


| loose and irresponsible promotion- | 


cooperating with bureaus to re-| 


various coupon promotions “and 
other questionable business stimu- 
lators.” 


8 In the merchandise category, the 
construction business just nosed 
out television selling and servic- 
ing in the number of complaints 
and inquiries. It is noted, however, 
that merchandising of sets re- 
mained the bureaus’ biggest prob- 
lem in TV areas last year. 

A voluminous amount of infor- 
mation material was issued by the 
bureaus during 1951. There were 
1,287,644 bulletins circulated, 288,- 
061 posters distributed, 2,492 spot 
radio announcements used and 987 
talks given before trade, business 
and consumer groups. 

Copies of the complete report 
may be obtained by writing the 
association at 723 Chrysler Bldg., 
New York 17, attention of Victor 
H. Nyborg, president. 


L.I.U. Honors Max Hess 


Max Hess Jr., president of Hess 
Bros., Allentown, Pa., department 
store, has been named 1952 “Man 
of the Year in Retailing” by Long 
Island University. He was selected 
because of his “outstanding con- 
tributions to the advancement of 
the field of retailing.” Francis L. 
Kellogg, v.p. of John Wanamaker 
Inc., New York, and Beatrice Ro- 
senberg, v.p. of R. H. Macy & 
Co., New York, were also cited by 
LIU. 


Old Gold Backs TV Debate 


P. Lorrillard Co., New York 
(Lennen & Mitchell), will sponsor 
a special hour telecast (ABC) from 
the League of Women Voters na- 
tional convention in Cincinnati 
May 1 at 8 p.m., EST. The program 
will give leading presidential can- 
didates an opportunity to air their 
views as a part of a forum spon- 
sored by the league and Life. 


Futorian Promotes Malone 


Jeanne Malone, ad manager, has 
been promoted to assistant sales 
manager for both Futorian Mfg. 
Co. and its division, Stratford Fur- 
niture Corp., Chicago. She will re- 
tain her duties as ad manager. 


Business Bureaus’ Services 


The following tables are from the annual report of the Assn. of 


Better Business Bureaus. The first is a breakdown by major categories 
| of the complaints and inquiries handled by the bureaus in the past 
| three years. The second is a breakdown of service during 1951 in 


ber of inquiries and complaints). 
| 


the merchandise category (which accounted for 47% of the total num- 


| 9 1950 195 
PEE ydndsdawctageee 155. 15% 161,109 14% 196,215 14% 
| Commercial ............ 206,161 21 212,984 18 293,607 21 
Merchandise ‘ee 347,107 34 479,970 41 677,444 47 
Manufacturing 9.3300 1 10,766 1 11,393 1 
Wholesale 6,007 2 3,850 ® 3,763 ° 
Solicitations 100 8 96,567 8 3,082 7 
Sche 27,112 3 29,083 2 32,643 2 
Booklets 75.524 7 53,069 4 53,469 3 
Mise, I. & C 106,493 10 125,894 17 70,612 5 
Total 1,010,898 100% 1,173,292 100% 1,432,228 100% 
Approx. 

Classification Per Cent Total ae Complaints 
Office Supplies a 4,403 359 1,044 
Vending Machines _— 4,607 3,916 691 
Photo Supplies 1 6,436 4,093 2,343 
Pest Control . 1 6,842 5,816 1,026 
Fuel nae. 1 6,978 4,299 2,679 
Food Stores .. . 1 7,520 4,399 3,121 
Agriculture ... 1 7,520 4,866 2,654 
Furs i“ 2 9.687 6.180 3,507 
DE ttceherveencsuadns 2 9,825 611 3.812 
Men's Apparel . 2 9,890 5,578 4,312 
Radio & Music 2 0,500 5,911 4,589 
Upholstery 2 13.617 7,163 6.454 
New Car Dealers 2 14,972 8,953 6.019 
Jewelry .... 2 16,536 8.975 7,555 
Department Stores 3 18,020 9,713 8,307 
Auto Equip. & Serv. 3 18,765 9.251 9,514 
Direct Sellers 3 21,746 15,418 6,328 
Book Subscriptions 4 24.659 444 6,215 
Heating Equipment 4 014 16,336 9,678 
Women’s Apparel gece 4 26.691 13,959 12,732 
Used Car Dealers .......... 5 .620 15,861 4,759 
Furniture-Rugs . Sekeheheus 7 47,150 22,443 24,707 
Magazine Subscriptions .. 8 52,028 385 2,643 
Miscellaneous . es 8 56.905 39,492 17,413 
Home Appliances 9 460 34,728 27,732 
Television Sets 12 80.548 37.777 42,771 
Construction 122 82,513 55,614 6.899 

Total 100%, 677,444 407,840 269,604 
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Paul Patterson, 73, 
Former Baltimore 
Publisher, Dies 


BALTImor_, April 22—Paul Pat- 
terson, 73, former president of the 
A. S. Abell Co., publisher of the 
Baltimore Sun- 
papers, died yes- 
terday after a 
short illness. 

Born in Jack- 
sonville, Ill., Mr. 
Patterson started 
his publishing ca- 
reer as an ama- 
teur sports writer 
for the Chicago 
Tribune. He later 
became a report- 
er for the old 
Chicago Journal 
and was, for a 
time, night city editor of the old 
Inter-Ocean in the same city. 

When he was 24, Mr. Patterson 
went to work for Hearst’s Chicago 
Examiner as city editor. He later 
worked on the Washington Herald 
and the Washington Times before 
joining the Abell Co. in 1911 as 
managing editor of the newly or- 
ganized Baltimore Evening Sun. In 
1913 he became business manager 
and one year later was elected 
secretary-treasurer. 

Mr. Patterson served as second 
v.p. of the Associated Press from 
1930 to 1932 and was a director 
from 1932 to 1950. He retired from 
active publishing in 1951. 


STUART K. MacNIVEN 

New York, April 23—Stuart K. 
MacNiven, 57, administrative as- 
sistant to the president of Kudner 
Agency, died early today after a 
lingering illness at Columbia Pres- 
byterian Hospital. 

A native of Chicago, Mr, Mac- 
Niven started his career in the ad- 
vertising agency field while still 
in high school as a filing clerk for 
Taylor Critchfield Co. Later, he 
worked for Western Newspaper 
Union. 

In 1923, he joined the Chicago of- 
fice of Erwin, Wasey & Co. He was 
transferred to New York in 1929. 
In 1935 he joined the late Arthur 
Kudner when he established the 
agency bearing his name. 


IRVING M. ADAMS 

CLEVELAND, April 23—Irving 
Masten Adams, 68, v.p. of Hubbell 
Advertising Agency here, died at 
his home April 20. 

Mr. Adams was born in Defi- 
ance, O., where he began his career 
as a reporter for the Crescent- 
News. After becoming editor of the 
Defiance paper, he worked on the 
Toledo Blade and then joined the 
Eclipse Stove Co., Mansfield, O., as 
advertising manager. He was also| 
ad manager of the Favorite Stove 
& Range Co., Piqua, O., for a time | 
before joining the Hubbell agency | 
as an account executive in 1921. 

Mr. Adams was once described 
in “Who’s Who in Advertising” | 
as “a prolific ghost writer of ~~ 
rific anonymity.” 


FRANK J. HASTINGS 

WoopHaVvEN, N. Y., April 22— 
Frank J. Hastings, 77, manager of 
media records and inquiries in the 
advertising department of Reming- 
ton Rand Co. for the last 20 
years, died Sunday at his home 
here after a long illness. He had! 
been with the company for 60) 
years. 


J. EUGENE WOODRUFF 

VENICE, Fia., April 22—J. Eugene 
Woodruff, 72, retired sales and ad- 
vertising manager of F. C. Huyck 
& Sons, Rensselaer, N. Y., blanket 
manufacturer, died yesterday at 
his winter home here. 

Before joining Huyck, Mr. Wood- 
ruff was on the staff of Free Press, 
Burlington, Vt., and the New York 
Herald Tribune. 


Paul Patterson 


cas i 


WILLIAM HK. GRANT 

PHILADELPHIA, April 22—William 
H. Grant, 64, v.p. of Outdoor Ad- 
vertising Inc., and manager of the 
company’s office here for the last 
20 years, died yesterday at Bryn 
Mawr Hospital after a brief ill- 
ness, 

Born in Louisville, Ky. Mr. 
Grant served in World War I as a 
naval ensign and later entered 
sales work. Later he worked with 
General Outdoor Advertising and 
McKee & Albright here. He joined 
OAI at the time of the organiza- 
tion’s formation in 1931. 


CHARLES WOOLLEY 
BERKELEY, CAL., April 22— 
Charles H. Woolley, 80, Los An- 
geles publishers’ representative, 
died at his home here April 11. 
Born in Ohio, Mr. Woolley start- 
ed in the newspaper advertising 
business in 1893. From 1917 to 
1925 he was v.p. of Sunset Maga- 
zine, and was president and pub- 
lisher until 1928 when the maga- 


zine was sold to the Lane Publish- | 


ing Co. 

Mr. Woolley represented trade 
publications of Case-Shepperd- 
Mann Publishing Corp., New York, 
and National Business Publications 
Ltd., Montreal. 


FRANK E. RUTLEDGE 

New York, April 21—Frank E. 
Rutledge, 67, veteran newspaper 
advertising man and a member of 
the national 


' the 


advertising depart-| 


ment of the New York Post for the 
past ten years, died Sunday night 
at his home in Garden City, L. I. 

Mr. Rutledge was reared in 
Owosso, Mich., and attended Chi- 
cago Law School. Before joining 
the Post he was a member of the 
national advertising department of 
Scripps-Howard newspaper 
chain. Before that he represented 
newspapers in Canada, Pennsyl- 
vania and New York. 
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GEORGE HELLER 

WILMINGTON, Dev., April 22— 
George Heller, a division manager 
of E. I. duPont de Nemours & Co 
advertising department, died on 
April 18 at his winter home in Mi- 
ami, Fla. He was 54. 

Mr. Heller joined duPont in 1938, 
and became manager of its agricul- 
tural promotion division. Before 
joining the company he was ad 
manager of Trust Co. of Florida. 


Advertisers 
who know 
Atlanta best 
use Car Cards. 


TOM O’RYAN 


Advertising Co. 
12 Third St., N.E., Atlanta 
276 Walnut Street, Memphis (NATA 


management's 


interests 


Management looks ahead in the Chemical Process Industries 
with long range planning for tomorrow’s markets 
... With a capital investment program that’s largest in industry. 
It’s a profit-minded field, where foresighted executives, 

charged with high-volume, low-cost production, 
are interested in better equipment, materials and methods. 

And in this big-buying market, executives depend on CHEMICAL WEEK 
for the ideas and procedures that influence business planning. 

In the process industries...it’s management’s own magazine. 


CHEMICAL WEEK, with timely reports and informative analyses 

of the news behind the news, is read at all levels of management 

...in administration, production-engineering and research. 

That’s why advertising in CHEMICAL WEEK gives impetus to sales effort 


... your product message gets concentrated attention 


from the busy executives that salesmen find hardest to cultivate. 
CHEMICAL WEEK reaches...and sells... management men who often specify, 
and always approve, purchases of ind strial goods and services 
in the Chemical Process Industries. 
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WAAM Sells News Coverage 
American Oil Co., Baltimore, 
will sponsor TV coverage of the 
Maryland primary election May 5 
over WAAM, Baltimore. The first 
news roundup will be at 7:15 p.m., 


Tax Co-ops, Urges 
Tax Equality Assn. 


EST, with a follow-up at 8 and 
Cs bulletins mixed with entertain- 
— ‘. — eg yet Wages Fight 8 Years, reports. It also supplies business 
Se it alter midnight. Joseph Ka groups with advertising mats and 
* Co., New York, handles American But Co-ops, Farm Bloc other promotional pieces designed 
Oil ni : : 
Keep Blocking Changes to arouse opposition to tax exemp- 
: tions granted cooperatives. 
ABC Promotes Fairbanks By Miron Moskowitz NTEA conducts its tax fight on 
William F. Fairbanks, an account ; cal ae other fronts, too, opposing what it 
executive with American Broad- Cuicaco, April 22—Should all calls “ ats: : it lies” t 
< casting Co., New York, has been co-op earnings be taxed? Dispute | ““"* Income tax subsidies bee 
: named eastern sales manager for over this question has raged for mutual banks, building and loan 
’ the radio network. He succeeds many years now associations and government- 
5 William H. Ensign, who has re- In 1944, “tax the co-op” forces| owned corporations. It was instru- 
signed were organized under leadership} mental in getting Treasury reguia- 
= ee . of the National Tax Equality Assn. | oe changed in 1950 rd that col- 
FREE 'crense _ reader | Launched by leading coal, grain} eges and philanthropic — 
with Det ete: | and lumber merchants, this group a wow pay income taxes on 
; CATCHER photos. Used! still has strong financial backing the macaroni factories, race tracks, 
{ Nothing like ther any | from big business | radio stations and other extracur-| 
wh 00 new subjec ar “ule > —— . _ P 
monthiy. Mat or Glossy | NTEA is set up as a research | ricular business¢ s which they had 
writ plan Sing’ Pree| and public relations outfit. It is- acquired. 
: proots Noo cies | sues a voluminous amount of 
' — 17 St. N¥C 16| pamphlets, booklets, folders and'#® However, co-ops are still the| 
fag ‘ 
~~ - - 
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“Congratulations on the great job you're doing Dp ss { 
for the independent retail druggist. ‘KYW Fea - 
—— . Hal's Their Pal. With every program, Hal 


ture Drugs’ is one of the greatest merchandising 


7 ; Moore wins new support from the local drug 

Z ideas to come along and should merit the whole 

¥ ” trade as he selects and commends another 
hearted support of every selected pharmacy ve m I active : 

rf featured” store. All this brings etlective coopera- 
That's how one official of a local drug store tion, including terrific opportunities tor in-store 

is association feels about this dynamic KYW pro promotions, for participating sponsors For inter- 

‘ — And we can show you many, many other esting case histories and for availabilities, check 

a letters in the same vein! KYW or Free & Peters. 


: 50,000 WATTS NBC AFFILIATE KY W PHILADELPHIA 


@ WESTINGHOUSE RADIO STATIONS Inc 


WBZ -« WBZA « KDKA « WOWO « KEX @ KYW o WBZ-TV 
National Representatives, Free & Peters, except for WBZ-TV ; for WBZ-TV, NBC Spot Sales 


lof the 


NTEA COPY —This is one of National Tax 
Equality Assn.’s warnings against co-ops 


ond mutual companies which it urges 


supporters to run. 


targets for NTEA. Officials 

group have told Congress 
that the co-ops could well afford 
to pay income taxes totaling $500,-| 
000,000 

Publicity Director Paul Martin 
told AA that NTEA spends about 
$500,000 annually. He said con- 
tributions are obtained from many 
individual business men but in- 
dicated that larger donations are 
received from such big companies 
as Standard Oil of Indiana. 

What is the NTEA brief? Simply 
that have an unfair com-| 
petitive advantage because they 
make a profit by their operations} 
and most of this profit is tax-ex- 
empt. 


main 


CO-Ops 


® Rep. Noah Mason (R., Ill.) used 
NTEA arguments in an article in 
this month’s Reader's Digest—"The 
Biggest Tax Loophole of Them 
All.” Rep. Mason charged co-ops| 
were able to triple business during | 
World War II because they escaped | 
the heavy corporation taxes levied 
by the government. 

The Illinois Republican listed 
the following products which he 
said are cooperatively marketed by 


| companies which “pay little or no 


| federal 


income tax”: Sunkist or- 
anges, Sunmaid raisins, Blue Goose 
fruits and vegetables, Dairylea 
milk and cheese, Eatmor cranber- 
ries, Nu-Laid Eggs, C. & H. Sugar 
and Diamond Walnuts. 

As an example of how revenue 
is lost, Rep. Mason pointed to the 
recent acquisition of the Ohio Cul-} 
tivator Co. by the National Farm 
Machinery Cooperative of Indiana. | 
The congressman wrote: “In the’ 


| year prior to its absorption into a 


tax-exempt 


| after, it paid none.” 


concern Ohio Culti- 
vator paid an income tax to oh 
U.S. Treasury of $197,000. There- 


8 On their side, co-op leaders com-} 
bat NTEA with equal vigor. How- 
ard A. Cowden, president and gen- 
eral manager of Consumers Co- 
operative <Assn., Kansas_ City, 
branded the Reader’s Digest article 
“an ingenious collection of half- 
truths.” As for Rep. Mason, the 
co-op leader labeled him “an| 
avowed enemy of co-ops and a 
willing mouthpiece of the NTEA.” | 

The cooperatives are firm in} 
maintaining that they “have no| 
tax privileges.” They claim that) 
“co-ops pay all taxes paid by any} 
business—and at the same rates.” | 

The crux of the issue appears to] 
be the patronage refunds of 
operatives. NTEA says co-op earn- 
ings are profits and should 
taxed. However, the co-ops argue 
that their earnings are not profits, 
but savings made by members 
through economical operation of 
the co-op. These earnings are so 
listed as savings and allocated to 
members in the form of patronage 
refunds. 


co- 

| 
| 
be | 


@ The key word is “allocation.” 
NTEA points out that “only about 
15% of patronage dividends are 


paid in cash.” The rest is returned 
in the form of cooperative stock or 
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certificates of equity. Co-op 
spokesmen argue that the refunds 
are legitimately owed to members 
but that it is not necessary to pay 
“cash on the line.” The Treasury 
Department so far has agreed and 
considered these dividends a “‘con- 
structive delivery of cash.” 

However, NTEA charges the 
patronage dividend “in reality con- 
stitutes a sleight-of-hand device 
whereby the cooperative corpora- 
tion receives full credit for re- 
turning its profits to members or 
patrons, but is able to keep the 
actual cash, income tax-free, for 
expansion or other disposition in 
competition with taxpaying com- 
petitors.” 


8 On the other hand, co-ops point 


out that the patronage refunds are 
taxable against the recipient. And 
they also claim that all proceeds 
retained by co-ops for expansion 
are taxed, the way they are in any 
other business. 

The co-op position is summed up 
in these statements from The Co- 
operative Consumer: 

“Any can turn its earnings 
back to its customers and quit paying in- 
tax tomorrow. Co-ops return these 
earnings. Private businesses don't so they 
have a profit and pay a profits tex 

“If the primary aim of business men 
were to reduce their income taxes, they 
could do so, very easily, by cutting prices 
and profits. That would enrich the rest of 
But that isn't their aim. It's to make 
us as possible.” 


business 


come 


is 


as large a profit off 


8 In other words, the co-ops argue 
that they operate as a service rep- 
resentative for their members 
These members—and their respec- 
tive businesses—are taxable; the 
co-op, since it is not set up to make 
a profit for itself, is not, except in 
so far as it does make a profit on 
non co-op business. 

Much of this battle has been 
fought out in ads placed in hun- 
dreds of rural newspapers. NTEA 
its ads have been run by 
local business men in some 500 
newspapers, The co-ops also have 
waged institutional ad campaigns. 

However, the main battle ground 
has been in Washington where 
tax policy is decided. Both sides 
accuse one another of extravagant 
lobbying. NTEA spokesmen told 
AA that the Treasury Department 
would like to change tax regula- 
tions so that it could get extra 
revenue from the co-ops. But they 
admit that there is little chance of 
this happening because of the 
powerful farm bloc in Congress. 
They say their only hope is to 


r 
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CO-OP’S ANSWER—This is typical of ad 

copy prepared by the Cooperative League 

to answer critics’ claims that co-ops don’t 
pay enough taxes. 


continue an aggressive campaign 
in an attempt to arouse public 
opinion, 

Further information on the co- 
op tax question—and there is 
plenty more—can be obtained from 
NTEA, at 231 S. LaSalle St., and 
from the Cooperative League of the 
U.S.A., at 343 S. Dearborn St., both 
in Chicago. 


A. B. Dick Co. Launches 
New Duplicating Products 

A. B. Dick Co., Chicago, maker 
of mimeograph and _ lithograph 
products, is starting an intensive 
campaign in May to introduce a 
new line of duplicating products. 
These include a complete line of 
master sets, spirit carbons and 
impression papers. 

The campaign will use six-page 
ads in Time and Fortune twice a 


year through 1954. The ads will! 
start in the May 19 issue of Time | 
and the May issue of Fortune. In} 
addition, the company will mail| 
the issues of Time with the ads to} 
all customers and prospects. Each | 
mailing will carry a special book | 
mark with a eard referring the) 
recipient to his local distributor. A} 
direct mail and sales training pro- 
gram will support the promotion. 
Fuller & Smith & Ross, Chicago, 
is handling the drive. 


UTP Elects Officers, Sells 
TV Package in 3 More Cities 

United Television Programs Inc., | 
Chicago, has elected Milton M. 
Blink executive v p. He has been 
executive director. Gerald King 
was reelected president. Mr. King 
heads the Hollywood office and 
Mr. Blink the Chicago headquar- 
ters. Aaron Beckwith, director of 
sales, is in charge of the New York 
office. 

Meanwhile, the company has 
sold its TV film package, “Double 
Play with Durocher and Day,” 
to Harts Sales Corp. for showings 
in the Dallas and Houston markets. 
Laughlin, Wilson, Baxter & Per- 
sons, Dallas, handled the signing | 
for the Dallas market. McCann- 
Erickson has bought the package | 
for Fehr Brewing Co., Louisville, | 
to be presented over WFBM, In-| 
dianapolis. The show now is sched- | 
uled for 20 markets. 


Butler, Gluek Buy WTCN 

WTCN, Minneapolis-St. Paul, 
has been sold for $325,000 to a 
company headed by Robert Butler, 
St. Paul, one-time ambassador to 
Cuba and Australia, and Alvin 
Gluek, president of Gluek Brew-| 
ing Co., Minneapolis. The sale, 
subject to the approval of the Fed- 
eral Communications Commission, 
clears the way for the merger of 
WTCN-TV and WCCO, Twin Cit- 
ies outlet for Columbia Broadcast- 
ing System. 


‘Commonweal’ Dons New Dress 

Commonweal, a journal of opin- 
ion published in New York by 
Roman Catholic laymen, has re- 
vised its masthead and cover de- 
sign—a step marking the maga- 
zine’s reaching the 20,000-circula- 
tion figure. Commonweal’s adver- 
tising rates remain the same, based 
on $185 per b&w page. 


Canadian Oil Sets 
Largest Drive for 
‘Homogenized’ Oil 


MontTreaL, April 22—The larg- 
est campaign in its 50-year history 
was started last week by Canadian 
Oil Companies Ltd. 

The drive centers around a slo- 
gan contest offering $10,000 in cash 
prizes. It will promote Canadian’s 
new White Rose motor oil, which 
is described as the first Canadian 
oil product to be homogenized. 

Full-page, 1,400 and 900-line ads 


are running in 68 daily newspapers. 


the series 
i4. Farm 


There 
which 


are 12 ads in 
concludes June 


| publications will also carry half- 


page contest ads. 


s Spot radio announcements will 
also plug White Rose daily over 66 
Canadian stations. These feature 
a singing commercial as well as 
facts on the slogan contest. 

To round out the big campaign, 
painted boards across the country 


i he 


will herald the new motor oil, and 
neon spectaculars have been 
erected in Winnipeg and London. 

The new ad program was placed 
through Crombie Advertising Co., 
Montreal. 


Licenses ‘King Aroo’ 

Agency Publishing Co., 119 W. 
57th St., New York 19, is offering 
licenses on the comic strip charac- 
ter, King Aroo, to manufacturers. 
The daily and Sunday comic strip 
character created by Jack Kent 
soon will appear in book form 
under Doubleday & Co.’s imprint. 
A television show, with puppets, 
has been filmed and will be shown 
to prospective sponsors in the near 
future. 


Crotty Uses Business Papers 
Crotty Bros. Inc., Boston, is 
using College & University Busi- 
ness, Factory and Fortune to push 
its catering service to snack bars 
and company cafeterias. The For- 
tune ad, which appeared in Febru- 
ary, featured the morale building 
qualities of good food in institu- 
tional cafeterias. James Thomas 
Chirurg Co., Boston, is the agency. 


CBS Promotes Allen Parr 

Allen Parr, program manager of 
Columbia Broadcasting System's 
television network in New York, 
has been promoted to business 
manager of CBS’ network pro- 
gram department in Hollywood, 
effective early in May. He has 
been with the network for 16 
years. 


Kuykendall Named Ad Head 


Wayne Kuykendall, formerly 
with International Harvester Co. 
in Portland, Ore., has been ap- 
pointed advertising manager of 
Haper-Megee, Seattle, appliance 
distributor in the Northwest. 


Dubuque Has 51.223 People 

Dubuque, Ia., has a population 
of 51,223 as of April 1, 1950, ac- 
cording to the Bureau of Census 
The 17th census listed the popu- 
lation as 49,671, but the annexa- 
tion of two adjacent areas with a 
population of 1,552 since the count 
has raised the total. 


U. S. Rubber Boosts Muser 

Curt Muser, San Francisco dis- 
trict manager of tire sales for 
U. S. Rubber Co., has been pro- 
moted to retail merchandising 
manager with headquarters at the 
company’s general office in New 
York. 


Specialists in SILK SCREEN PRINTING 


INCORPORATED 


BOX 2017 TULSA, OKLAHOMA 
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Baltimore's a busy place . . . bustling with indus- 
trial activity. Bendix Radio is located here with 


a modern plant containing almost one-half mil- 


lion square feet of 


Bendix is a 


floor space. 


major supplier of precision electronic equipment 
to all branches of the Service and since World 
War II the company has achieved a leading place 
in the field of commercial electronics. Bendix 
Radio is another important Baltimore industry 
that is making the Nation's 6th City bigger . . . 


more prosperous! 


Bud Cairns is enjoying his 12th year at Bendix. 
He is helping to make Baltimore bigger and rich 


er. 


Bud is one of 5,000 Bendix employees (in 


1938 a total of 300 worked here). Bud is rep 
resentative of the more than 500,000 industrial 
workers whose substantial incomes from steady 
employment have created new spending power in 


Baltimore. 


Baltimore's excellently diversified, steadily active 


industry makes the 


Nation's 6th Largest City 


bigger and richer than ever. Sell Baltimore . . . 
advertise to the largest evening and Sunday cir’ 


culation of The 
American 


Baltimore News-Post 


and 


Bud Cairns 
and 

Bendix Radio 
Build a 
Bigger, Richer 


Baltimore News-Post 
ad American 


Represented Nationally by Hearst Advertising Service 
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The News is the selling newspaper in Detroit. 
Detroit's department stores know it. That's 


Department Store Linage, 1951 


waliny they give ‘The tlews. more linage than either News Free Press Times 
‘ JL Hudson Co 2,424,218 1,887,097 1,177,287 
of the other two Detroit newspapers. Sears, Roebuck 851,232 455,214 ‘aenest 
Montgomery Word 786,978 143,13) 629,690 
‘ederal Dept Stores 730,435 200,845 415,835 
Detroit's grocery stores and classified Crowley-Milner 737,349 = 238,213 312,507 
; Ernst Kern Co 862,262 182,671 78.904 
advertisers know it. The News carries more of Peoples’ Outfitting Co 440,909 19,284 561.677 
their linage than both other papers combined. Soma, inc 367.621 = 111.628 $27,526 
Demery's 210,107 84,475 28,380 
Frank & Seder 41,044 7,825 20,313 


Other Detroiters know it, too, because The Tetal 
News is first in total weekday circulation. 


7,454,155 3,330,383 4,601,950 


Grocery linage, 1951410 top advertisers) 


Free Press Times 
42,591 207,415 
99,237 84,438 
66,040 153,224 
52,636 52,741 

5,480 95,930 
116,418 

327 3,275 
638 

12,974 


In Detroit, do as Detroiters do. Use The “ mee 

2 F rogers 261,01 
News to pull business in a market Big Bear soeaes 
of over a million workers. i a. —ee 
of ! workers, earning the Wrigley's 278,541 
highest factory wage rate of America’s C. F. Smith 107,309 

: can Thrift 

five largest cities. Packer's 101,439 
AG Tick-Tock 76,764 

Tom's 58,280 
Holbrook 24,409 
Totat 1,313,246 


266,311 727,053 


459,808 


highest weekday circulation of 
any Detroit newspaper. 


The Detroit News 


565,718 


Highest Sunday trading 
oreo circulation. 


owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV A.8.C. September 30, 1951 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A.H. KUCH = ® 


Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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Defense Officials 
‘Needling Senators 
for More Ad Money 


WASHINGTON, April 24—The De- 
fense Department has asked the 
Senate appropriations committee to 
do some sober second thinking 
about the congressional crack- 
down on recruiting funds. 

In a floor action, the House 
knocked out 75% of the funds re- 
quested for recruiting in the 12 
months beginning July 1. The 
action virtually wiped out the de- 
partment’s plan for a $1,050,000 
advertising program. 

In a special appeal to the ap- 
propriations committee this week, 
defense officials warned that re- 
cruiting will be tied into knots un- 
less the House action is reversed. 


® The effect of the action is par- 
ticularly disastrous for the Air 
Force and Navy, officials say. 

Air cadet recruiting is known to 
be lagging badly. As a result of 
congressional action last fall tying 
up most of the recruiting advertis- 
ing program, the air cadet promo- 
tion has been deprived of a large 
percentage of its sales strength. 

Since October, recruiters have 
| operated with about $500,000, di- 

vided among a variety of programs 
| to recruit specialists and women. 

| At the present time, the services 
are preparing to release the final 
$200,000 of 1952 recruiting funds. 
| This will be used to continue the 
| present campaigns until Sept. 30, 
and will be placed through Grant 
| Advertising, Chicago. 

| Recruiting ads currently consist 
| of insertions in Sunday magazine 
| sections, specialized publications 
| and professional journals, and in- 
clude radio spots, TV and booklets, 
| all directed toward specialists and 
| reenlistments. 

The $1,050,000 program for the 
new year would continue the pres- 
ent type of advertising, and add a 
| campaign for the Army to enlist 
volunteers for three years of duty. 


{a In cutting recruiting funds, the 
| House was aiming largely at the 
amount being spent to send re- 
cruiting crews into local communi- 
ties. House members criticized the 
| number of service people engaged 
in recruiting and the amount that 
was being spent for recruiting ex- 
penses. House appropriations com- 
mittee members appeared to be sat- 
isfied with the $1,050,000 advertis- 
ing budget, but failed to protect it 
when the economy ax fell. 

Recruiters are hopeful that the 
Senate committee will be open 
minded toward the advertising 
program. Last year the Senate 
committee revolted against a $3,- 
000,000 national recruiting cam- 
paign. Senate committee members 
| followed the development of the 
|revised “directional” campaigns, 
'and are expected to be sympa- 
thetic. 


Four Buy KEPO, El Paso 


KEPO, El Paso ABC affiliate, 
has been purchased by Miller C. 
Robertson, v.p. in charge of sales 
at KSTP, Minneapolis; W. B. 
Pratt, Austin, Tex.; William A. 
Porter Jr., Minneapolis, and R. I. 
Richardson, Beulah, N. D. Mr. 
Robertson will be president and 
general manager of the 10,000- 
watt station. The sale is subject to 
the approval of the Federal Com- 
munications Commission. 


CFAC Broadens Award 

The Chicago Federated Adver- 
tising Club has broadened its 
newspaper classification in its an- 
nual advertising awards to include 
retail advertising. Deadline for en- 
tries in this classification only has 
been moved from April 25 to 
May 2. 


Seattle Agency Adds Rodeo 
Standard National Advertising, 
Seattle, has been appointed to han- 
dle the advertising of the Ellens- 
burg Rodeo, Ellensburg, Wash. 
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A Satety Record Rewarded 


Permanence and Full Partnership Called Keys to Lasting, 


Satisfying Client- Agency Relationships 


By CLarence E. ELDRIDGE 

My observations and ideas [on client- 
agency relations] are necessarily the re- 
sult of my own experience. They arise 
out of a particular kind of client-agency 
relationship. They may not be—probably 
are not—typical. My suggestions therefore 
will not be applicable to all situations. 
Just as in the case of partnerships there 
are many kinds, in- 
volving varying de- 
grees of participation, 
so it is with client- 
agency relationships. 

The client obviously 
has the right to de- 
termine what kind of 
a relationship he 
wishes to maintain 
with his agency. The 
kind I will want to 
talk about is the “full- 
partnership” type of client-agency rela- 
tionship. Not because it is the only kind, 
but I happen to think it is the best kind; 
precisely because it provides, better than 
any other kind, the basis for enabling 
the agency to make its maximum contri- 
bution. 

I have tried to reduce to a few words— 
and if possible to one word—what, on the 
basis of my experience and observation, I 
consider the most important single attri- 
bute of the ideal client-agency relation- 
ship. I have thought of many—compati- 
bility, mutual profitability, belief in and 
adherence to common ideals and philoso- 
phies, and others. But it has seemed to 
me that there is one word which, both 
because of its significance per se and be- 
cause of what it connotes and symbolizes, 
characterizes the ideal relationship. That 
word is “Permanency”. 


Clarence Eldridge 


s If permanency is to be achieved, it must 
be in the minds of the parties from the 
very beginning. It must be deliberately 
and consciously built into the relationship. 
Therefore the relationship of client and 
agency, like the marriage relationship, 
should not be entered into lightly... 

In my opinion, the first requisite of a 
durable and satisfactory relationship is 
that it be approached soberly, thought- 
fully, and with the determination that it 
shall last. The client should pick his 
agency on the assumption that it is “for 
ever.” 

Now of course, nothing lasts for ever 
But the selection should be based on the 
hope, the assumption and the determina- 
tion—on both sides—that the arrangement 
is to be a lasting one, and there should be 
a recognition that, as in the case of mar- 
riage, the passage of time—with the ad- 
justments and the growing understanding 
of each other’s problems, cumulates the 
effectiveness and the fruitfulness of the 
partnership endeavor. 

The planning for permanency should 
begin during the courtship; not after the 
“I do’s” have been said. If it isn’t done 
then, it may later be too late. The client, 


in selecting an agency, should try to 
make sure that the essentials for a lasting 
relationship are present. He should try 
to choose the right agency. It is equally 
important that the agency choose the 
right client. 

There should be a thorough exploration 
to make sure that the fundamental attri- 
butes that make for compatibility, mutual 
profitability and durability are present— 
on both sides. I emphasize ‘‘on both sides” 
because this is important. It is just as 
essential that the client be en rapport 
with the agency’s philosophy and ideals 


probed more deeply, and learned some- 
thing about the character of the agency 
and its principal personnel; the extent 
to which it is equipped to provide a 
balanced service and bring to bear 
sound, mature marketing judgment to 
his problems? 

. What about the basic attitudes and phi- 
losophies of the agency personnel about 
business and its social obligations? Do 
they honestly believe in our American 
free-enterprise and free-choice system 
as the best and finest economic system 
that has yet been devised? Do they be- 


uo 


The concept of client-agency relationships which is practiced by General Foods 
Corp. is generally conceded to be among the most enlightened in the business 
world. At the recent meeting of the American Assn. of Advertising Agencies, 
Clarence E. Eldridge. vice-president in charge of marketing of General Foods, 
outlined his ideas of the ideal client-agency relationship. They are pres- 
ented here in nearly full text, and are recommended reading for every ad- 


vertising agency executive. 


and concepts as that the agency measure 
up to the client’s specificaticns. The re- 
lationship is one requiring complete 
mutuality, reciprocity and respect. 


Questions the Client Should 

Ask About the Advertising Agency 
Here are some of the questions that I 

think the client should ask before decid- 
ing on the selection of any agency: 
1. Does the client himself know what can 
and what cannot be expected from an 
advertising agency; and has he thought 
it through carefully so that he can spell 
out to the prospective agency just what 
he does look for and expect? Clear defi- 
nition at this point is extremely impor- 
tant. Does he know just what he wants 
and expects from his agency? 
Does he merely want someone to “make 
some ads” for him, or to “get him into” 
big-time radio or television, or to act 
as his adviser and purchasing agent in 
selecting and buying time and space, or 
to do a job of market research? If that’s 
all he wants—and if that’s the basis on 
which he selects his agency, he isn't 
likely to lay the foundation for a very 
fruitful or long-lasting relationship 
On the other hand, does he recognize 
the need for a “full partner” to share 
with him the marketing responsibilities 
for his company and his products—and 
to provide as a necessary complement 
to his own time and skills those spe- 
cialized, creative and technical services 
which encompass the entire area of 
marketing and which he himself cannot 
provide? 

4. Is he overpowered by the facile rep- 
resentations and promises of the agen- 
cy’s “new business representative,” by 
a particularly brilliant advertising cam- 
paign, or even by an impressive record 
of sales and advertising successes for 
other clients of the agency? Or has he 
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lieve in advertising as a tool that can 
and should be used, not merely to sell 
more goods at a profit, but to help 
progressively raise the standard of liv- 
ing of the American people? Or do they 
look upon advertising as the best way 
they know of to make some fast bucks 
so they can retire early and then proceed 
to bite the hand that fed them? 

What about their ethical standards? 
Does their advertising reveal a tendency 
toward sharp. practice—toward un- 
truthful or misleading advertising? Or 
is it fair, truthful and believable? 

. Do they think of advertising as an end 
in itself, or as a means to an end? Do 
they think their responsibility should 
begin and end with the creation and 
placement of effective advertising; or 
do they recognize that advertising is 
but one member of the marketing team, 
and that they must be prepared to as- 
sume their fair share of responsibility 
for building the entire team—including 
such things as helping to improve and 
maintain product quality, packaging, 
pricing, planning the sales campaign 
and the sales promotional tools—in 
short, for putting together a total mar- 
keting package of which advertising is 
but one, albeit a very important, part? 


bad 


8 This is no check-list of all the things 
the client should know about himself 
and his prospective agency; but it is 
enough to give a rough idea of the kind 
of exploration that should precede a final 
decision. 

You will notice that I have made no 
mention of presentations based on specu- 
lative advertising. The omission is in- 
tentional. I know there are some people 
who believe in trial marriages. I happen to 
be one who does not. There are some 
aspects of the marital relationship that 
probably could be pre-tested by means 


of a trial marriage; but I doubt whether 
the long-term fundamental compatibility 
and adjustability of the two individuals 
can be resolved by any such superficial 
and expedient device. 

I feel the same way about speculative 
advertising. If what I have said earlier 
is true—that it takes time and “living 
with” for the agency to become suffi- 
ciently familiar with the client’s business 
and its problems for it to function intel- 
ligently—then surely we should not ex- 
pect an agency to make really worth 
while recommendations for products 
about which it has had no opportunity for 
adequate orientation—and with which it 
can be familiar only in the most super- 
ficial way. 

I have attempted to cover some of the 
questions that in my opinion the client 
should ask before selecting an agency, 
What about the agency? What does if 
need to know about its prospective client 
before accepting the appointment? t 


Questions the Agency Should Ask ~ 
About a Prospective Client 


Well, here are some of the things 1 
think it should concern itself about: : 
1. What about the character and repu- 
tation of the company? Is it the kind of 
company the agency would be proud 
to include in its list of clients? Does it 
have a reputation for integrity and for 
fair dealing—with agencies, with me- 
dia, with suppliers, with the trade, and 
with consumers? 

Are its products meritorious—and do 
they give consumers value reasonably 
commensurate with the price at which 
they are sold? Could you conscientiously 
advertise them, and commend them to 
the trade and consumers; or would you 
have to sell them with tongue in cheek”? 
What is the attitude of the company 
with respect to the obligations of busi- 
ness? Does it recognize that it has re- 
sponsibilities not only to its owners and 
its suppliers, its employes and its cus- 
tomers but also—very importantly—to 
the business system of which it is a 
part? Or does it operate on the principle 
of taking all the traffic will bear and 
the public be damned? 

Does it subscribe to and practice the 
same ideals you believe in, with respect 
to the avoidance of untruthful or mis- 
leading advertising, the unfair dis- 
paragement of competitors or their 
products and similar matters? 

Does it recognize that the function of 
the agency is to render specialized serv- 
ice in the field of advertising and mar- 
keting; that the rendition of that serv- 
ice, if it is what it should be, is in- 
creasingly costly; and that after that 
service has been provided for and fur- 
nished, you should not be expected to 
dip into your net return to provide 
heavy entertainment for the client's 
personnel. 

In other words, does the client re- 
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cognize that what he is buying with 


his 15° commission is the best adver- 
tising and marketing service you can 
render-—-and not the personal services 


, 


of a glorified man-Friday 


eit is my sincere belief that if the 


prospective client and the prospective 
agency will satisfy themselves with 
respect to these questions and others 


of like character, the first step toward.a 
sound and lasting relationship will have 
been taken. Conversely, it is my equally 
sincere conviction that if the answers to 
these questions cannot be answered satis- 
factorily, the relationship—if entered in- 
to—is likely to be unsatisfactory to one 
or both parties, and to be of a short and 
mutually unprofitable duration 

Thus, the selection of the right agency 
is a necessary first step in laying a foun- 
dation for a permanent relationship. But 
of course even after that step has been 
taken, the success and durability of the 
partnership are by no means automati- 
cally assured. In addition to the right 
mating to begin with, the relationship is 
an evolving one—one that requires wise 
and tender nurturing forever afterward 
Given these, the relationship should be- 
more deeply-rooted, 
cumulatively 


come progressively 


and should become more 
effective and fruitful 

What can be done in the way of keeping 
alive the initial enthusiasm with which 
both client and agency entered upon the 


new relationship? 


that it is a 
which 


@ First, we can 
sensitive, delicate 
many adjustments are going to be neces- 
sary. The client particularly should con- 
stantly remember that everything he says 
to or about his agency, particularly if it 
is critical, is likely to be blown up and 
magnified far beyond what was intended 
The first vear of the relationship is the 
honeymoon year, and ought to be fairly 
tranquil. Not many clients expect miracles 
of a new agency, and most of them are 
patient while 


recognize 
relationship in 


prepared to be reasonably 
learning the business and 
with 


the agency 1s 
its problems, and are “coming up” 
plans and advertising to meet those prob- 
lems. The initial enthusiasm that ac- 
companied the selection of a new agency 
should last well into the first year; and 
the new campaign presented a few months 
later by the new agency probably 
evoke still greater enthusiasm and opti- 
if it happens to take 
the fancy of the client 

with the advent of the second 


will 


mism—particularly 

However 
year the enthusiasm born of mere novelty 
Sales of the 
become more 


wears off results, instead 
client's personal appraisal 
and more the yardstick by which the ad- 
The client's enthusi- 
that 
time has become to him pretty “old hat” 

is likely to 


as Sales fail to respond 


vertising is judged 


asm for the advertising—which by 


jiminish in the same degree 


When the Honeymoon Is Over 

At this 
The 
pened. The marriage is in grave danger 


point the honeymoon is over 


hoped-for miracles have not hap- 
of going on the rocks unless the parties 

and particularly the client—are wise and 
understanding, unless they recognize that 
this is probably the most hazardous 
that the 


through 


period 


relationship will have to go 


I don't have any statistics on the sub- 
ject; but I have a strong suspicion that 
mortality among agency relationships is 


likely to be higher in the second year than 
If the 


and discouragements of that vear can be 


in any other year lisillusionments 


survived, there is an excellent chance 


that the 
root—and that it can reasonably 


taken 
be ex- 
pected to endure for an indefinite future 


relationship has really 


period 

That being the case, it seems to me to 
behoove the client especially, to do every- 
that the 
relationship does survive the treacherous 


thing in his power to see to it 


second year. What can he do to help bring 


this about? 

For one thing he can be mature in his 
appraisal of sales results, or lack of them. 
He recognizes, or should have recognized, 
from the very outset—that however much 
he may hope for it, a spectacular and im- 
mediate reversal of sales-trend was really 
not to be expected—that such a develop- 
ment is the exception rather than the 
rule. Accordingly, he will not turn sour 
on his new agency, nor condemn the ad- 
vertising, merely because the hoped-for 
but really unexpected miracle did not 
occur 

He should recognize that the agency 
undoubtedly is even more disappointed 
and disturbed by the lack of immediate 
and visible results than he is; that unless 
he handles the situation very carefully, 
the agency is likely to begin to “press,” 
to resort to hypodermic expedients, to be- 
come self-conscious and to do less than 
justice to itself or the problems of the 
client. A calm, objective but above all 
sympathetic approach on the part of the 
client is the thing that is needed more 
than anything else. This is the time the 
agency needs encouragement. The pat on 
back will do more than the jabbing of 
the needle 


@ The client should indicate by word and 
manner and deed that he has lost none of 
his confidence in and enthusiasm for his 
agency. By no means should he begin 
casting admiring eyes at the glamorous 
and flirtatious young blonde across the 
street. He not only should not invite 
solicitations from other agencies at this 
time, but he should make affirmatively 
clear that he will permit none—that he 
is not even considering the possibility of 
changing agencies. 

In my opinion, there is nothing more 
demoralizing to an agency—not only dur- 
ing the critical second year but at any 
other time—than to realize that the ac- 
count it serves is forever “on the make.” 
Of course there may come a time, in the 
history of any client-relationship, when 
for one reason or another the client con- 
siders changing agencies. That obviously 
is his privilege and is perfectly legitimate 
But until that time comes, and until the 
present agency has had ample opportunity 
under favorable conditions to show what 
it can do, the impression should not be 
created nor permitted, that the account is 
“open.” For when such an impression is 
created, the client’s own agency is almost 
sure to be one of the first to know. 

And that knowledge, far from improv- 
ing the quality of the agency’s work, is 
likely to affect it adversely; it is likely to 
tempt the agency to try to hang onto the 
account by reading the client’s mind and 
coming up with recommendations that 
will please him—rather than to express 
the honest convictions of the agency... 
® Even after the second has been 
successfully passed, the client-agency re- 


year 


lationship will continue to be one of great 
sensitiveness and delicacy. It will require 
constant nurturing, particularly on the 
part of the client, if it is to endure and 
mature and become more productive——as 
it should—with each passing year 


A Real Working Partnership 

Now I should like to suggest a few 
additional things that in my opinion will 
help to produce and maintain a satisfac- 
tory and productive relationship—and that 
by so doing can be conducive to the per- 
manency of the relationship 


@ |. If the agency is to render its maxi- 
mum contribution to the solution of the 
client’s problems, it should be permitted 
and encouraged to present its own views, 
honestly and objectively and with as few 
inhibitions as possible. It should not be 
required nor expected to keep its ears to 
the ground, or to try to anticipate the 
reactions. The client has ample 
opportunity—after the agency’s diagnosis 
and recommendations have been submit- 
ted—to part of the recom- 
disagrees with; but he 


client's 


reject any 
mendations he 


The Creative Man’‘s Corner... 
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baffling mystery of zero. 


search Foundation 


has been lost sight of entirely. 
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should not inhibit or interfere with a 
completely free exploration of the prob- 
lem by the agency. 

I have seen many instances where an 
agency failed to do itself and its thinking 
anything like full justice—merely because 
of fear that the program that the agency 
honestly thought was the right one would 
not be acceptable to the client. 

It is no disgrace—and no defeat—for 
an agency to have its recommendations 


A Hat for Health? Shucks! 
_ HATS—As healthy as theyre 


n icy blasts. That's 


your eyes from glare, your hair from sua and soot, your head fix 
purpoge of a hat Don't go bareheaded — it dewply ien’t a very © 
Irs unkind to your sinuses, and detasicly umkund to the hair 


on your head. There 
protect your bead. Styled in shape and color Ww 


the moment, there's a right hat for the occasion wherever you go, of play, or work. 


“Wear a Hat —Its as Healthy as It’s Handsome!” 


No matter where I live, this advertisement for Dobbs, Cavanagh, Knox, 
Berg, Byron, C&K and Dunlap informs me, the purpose of my hat is to protect 
my eyes from glare, my hair from sun and soot, and my head from icy blasts. 
If I go bareheaded, it warns me, I am being unkind to my sinuses and my 
hair. Wear a hat, it instructs me with some finality—it’s as healthy as it’s 


Confidentially, I doubt that wearing a ten-gallon Stetson would bestow 
upon this aging frame even the appearance of health, let alone handsomeness. 
The memory of Calvin Coolidge is too fresh in my mind. Cal, as Philip Wylie 
points out in “Generation of Vipers,” put on, at one time or another, more 
hats than any other President, and not only looked but was unchanged, the 


Hats, as Wylie points out, have a psychological effect upon men. The party 
hat turns a sober, reflective personality into a jester and a wag. A fireman’s 
hat turns a checker-playing laggard into a chopping demon. The Masonic fez 
does something to the timid merchant that causes him to jab electrical shock- 
ing devices between the glutei maximi of pretty girls. 

I agree with Wylie and recommend “Generation of Vipers” (Pages 108 and 
109) to Dobbs, Cavanagh, Knox, Berg, Byron, C&K, Dunlap and the Hat Re- 
Men don’t wear hats to look different, but to feel different. 
So much has been said in hat advertising about the effect of a hat on the 
opposite sex, its complementation of body dress, and now about its contribu- 
tion to health and general well-being, that its completely atavistic appeal 


Early twentieth-century man turned his cap around, with the peak in the 
back, so he might imagine himself Barney Oldfield 
. he snapped down his brim both fore 
and aft as an aid in dreaming he was the Prince of Wales 


Give me a black homburg and I'm Anthony Eden, a bowler and I’m Win- 
ston Churchill, a havelock and I'm a member of the French Foreign Legion 
But give me a Dobbs, a Cavanagh, a Knox, a Berg, ‘ 
Dunlap, and who am I? The same meek, , 
have seen reflected from shop windows for too many years on end. I don’t ‘ 
want a hat to be either healthy or handsome or both; I want a hat to help ; 

\ 


the purpese of your hat is to protect 
the promasy 
thing to deo. 


62 handsome hat 


and to hell with the 


and to hell with 


a Byron, a C&K or a 
frustrated, compromising self I 


Show me one bedight with feathers or tiger’s teeth and watch me 


‘ 
‘ 
‘ 


disapproved. But the agency that fails to 
present its convictions, honestly and 
frankly, and to support those recommen- 


dations with sound arguments, is not 
doing justice either to itself or to its 
client. 


@ 2. At the same time, the agency should 
recognize that after all, it is the client’s 
business that is involved and the client's 
money that is being spent. It should not 
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expect that all of its recommendations 
will be accepted, or that its plans will not 
be modified. After all, the client some- 
times has ideas too. What the agency can 
expect is that its recommendations, ar- 
rived at after thoughtful and time-con- 
suming expenditure of time and money, 
will be listened to respectfully and con- 
sidered carefully. 

After having had full opportunity to 
present its case, the agency—if overruled 
—should accept the decision gracefully 
and proceed in accordance with the cli- 
ent’s decision. 


s 3. Under no circumstances should the 
agency acquiesce in a client decision 
which would require the agency to depart 
from its own ethical obligations to itself, 
to the advertising profession or other cli- 
ents. And even where no ethical con- 
siderations are involved, the client may 
ask the agency to pursue a course which 
in the opinion of the agency is so violative 
of sound and fundamentally important 
principles that the agency cannot comply 
without a serious loss of integrity and 
self-respect. 

In such a situation, it is my belief that 
the agency should resign the account 
rather than be forced into such a position. 


s 4. While the agency should assume the 
primary responsibility for the creation 
of ideas, it should welcome and evaluate 
objectively any ideas the client may offer. 
I have known some agency men who 
seemed to feel that to use an idea origi- 
nating with the client was a confession 
of failure on the part of the agency. They 
have resisted—and brushed off—ideas 
that were not conceived within the sacred 
precincts of the agency itself. 

My advice to an agency in this con- 
nection would be: don’t accept an idea 
merely because the client suggests it. But 
don’t reject it as worthless, either, just 
because the client suggests it. Consider it 
and evaluate it on its merits—and in that 
way you will win the respect instead of 
the resentment of the client, and you will 
occasionally get hold of a really good and 
usable idea. 


s 5. This next point is one that has be- 
come something of a fetish with me. It 
has to do with annual marketing plans. I 
am a great believer in the desirability of 
such a plan for each product. It presents 
an opportunity for the review of major 
strategy; it is especially valuable to new 
personnel connected with the account— 
at both the client and the agency end. It 
provides an opportunity for evaluating 
what has happened, and not happened, 
since the previous plan was made and ap- 
proved; and it necessitates taking a fresh 
look at the whole business. 

Such a plan should be as brief as it can 
be made and still do the job. But brevity 
should not be achieved at the expense of 
completeness and understandability. The 
plan should be sufficiently self-contained 
that the reader will be able to understand 
the problems that are involved, and to 
follow intelligently the presentation of 
marketing recommendations and evaluate 
their soundness. 

Included in such a plan should be a 
concise factual history of the product— 
the trend of volume over the years, the 
trend of its competitive position (if that 
is known), the amount of money that has 
been spent, year by year, in advertising 
and in other marketing activities; the 
profit history; any significant facts in 
connection with selling appeals, copy 
policy, pressure promotions; an appraisal 
of the effectiveness, or lack of it, of past 
promotions; an identification of the major 
problems and opportunities ahead; recom- 
mendations as to the amount of money to 
be spent for promotion in the year ahead 
and a detailed proposal as to the ways in 
which that money should be spent. 

This sounds like quite a chore, to do 
once every year on every product. It is 
quite a chore—the first time. But there- 
after it is my opinion—and in this I am 
confirmed by the experience of our own 


agencies—that the practice saves rather 
than consumes time; it reorients the entire 
working-group within the agency and 
provides a working charter for the follow- 
ing year; and perhaps most important of 
all it provides the necessity for complete 
basic agreement between the client and 
the agency at the beginning of the year, 
with respect to the job to be done and the 
way to go about doing it. 

It permits making reasonably long- 
range plans to which the client is broadly 
committed, and obviates the likelihood of 
costly day-to-day improvisation and 
changing of direction. It provides, better 
than any other system I know, for that 
continuity of effort and of direction that 
are so important to the successful working 
out of any marketing activities. And 
thereby it makes its contribution to the 
permanency of the client-agency relation- 
ship. 


# 6. I have left for the last what I con- 
sider to be one of the most important and 
indispensable ingredients in a lasting re- 
lationship: the willingness of the client to 
take his agency completely into his confi- 
dence, and to make complete disclosure of 
all the facts of the business that the 
agency must have if it is to function as a 
full marketing partner. 

In my opinion, the preparation of a 
comprehensive and sound marketing plan 
is a major responsibility of the agency. 
Such a plan must of necessity concern 
itself not only with how the money is to 
be spent, but how much should be spent; 
with the price of the product; with prod- 
uct and packaging changes that may in- 
crease or reduce the cost of the finished 
product; and with the profitability of the 
operation. 

Without the inclusion of those factors, 
there can be no complete plan. And with- 
out a knowledge of such things as costs, 
margins, volume, total dollars of gross 
profit, and marketing expenses, the agen- 
cy cannot intelligently judge what kind 
and extent of program is sound and what 
not. It is true that the client can determine, 
completely unaided, how much money he 
wants to spend—and give that figure to 
the agency as a fixed point of departure 
in developing a plan. But I think that by 
thus limiting the area of responsibility 
and helpfulness of the agency the client 
fails to derive from the relationship a 
substantial part of what the agency is 
prepared to furnish. 

Now I realize that many clients are re- 
luctant to make so complete disclosures 
to their agencies as I have suggested. And 
one of the reasons—although not neces- 
sarily the only one—is the fact that upon 
the termination of the relationship this 
confidential information might get into 
competitors’ hands. 

This is another argument—and in my 
opinion a very strong one—for trying to 
reduce agency turnover and increase the 
average life-span of client-agency re- 
lationships. If everything has been done to 
insure permanency, and if there is reason- 
able ground for believing that the rela- 
tionship will be long-lasting, there will be 
less reluctance on the part of the client 
to divulge the information that the agen- 
cy needs in order to do the optimum job 
And in turn, the disclosure of that infor- 
mation will, by better equipping the agen- 
cy, contribute to a more productive effort 
and will thereby help to promote the per- 
manency of tenure which is so desirable. 


Permanency of the System 

Now it is too obvious to require restate- 
ment that not even the doing of all the 
things I have suggested is going to guar- 
antee the permanency or durability of 
any client-agency relationship. Situations 
beyond the control of either the client or 
the agency may arise that necessitate a 
change. At the same time the chances of 
the relationship’s surviving will, I think, 
be greatly improved in general if the atti- 
tude that I have suggested can be main- 
tained. 

I have one final word on the subject of 
Permanency. No client-agency relation- 


wos 


ship is going to outlast our economic 
system, our free-enterprise system. Every- 
thing I have said, therefore, about how to 
build longer lasting client-agency rela- 
tionships is unimportant, as compared 
with the need for preserving the system of 
which we are a part. 


® The role that advertising has played in 
bringing our economy and our standard 
of living to their present heights is in- 
estimable and incalculable. Its continuing 
responsibility for helping to expose and 
correct the present weaknesses of our sys- 
tem, of bringing about constantly greater 
social consciousness on the part of busi- 
ness, of bringing the spiritual as well as 
the material blessings of democracy to 
more and more of our people, would be 
frightening indeed if we were not so 
confident of the tremendous power of our 
profession. ’ 

I have no doubt whatever of the ability 
and determination of advertising to main- 
tain and improve upon its past great rec- 
ord of achievement in the matter of selling 
products, of creating new needs and 
wants, of improving and making more 
efficient our whole distributive system. 


8 Neither do I doubt the ability of ad- 
vertising to make an equally great contri- 


Employe Communications... 


bution to the national welfare and the 
preservation of our way of life. The 
widely-recognized accomplishments of its 
creation, the Advertising Council, testify 
eloquently to its potentialities in that di- 
rection. Just the other day in Washington, 
the President of the United States, the 
Secretary of the Treasury and the Secre- 
tary of Commerce each praised the role 
of advertising and the contribution it is 
making to the general welfare. Contrast 
that, if you will, with the official point 
of view of only a few years back, that the 
cost of advertising should not even be al- 
lowed as a legitimate business deduc- 
tion... 

Iam proud to have been associated with 
advertising and to have been a part of 
it. We may all be proud. Our profession 
has made a great contribution to the mate- 
rial and spiritual blessings for which we 
as Americans can be so thankful. I think 
it is by no means beyond the realm of 
possibility that unborn generations will 
come to recognize the great part that ad- 
vertising, with all its power to influence 
the habits, the minds and the attitudes of 
men, will have played during these criti- 
cal days in the preservation of our price- 
less heritage of freedom. I pray that we 
shall not let those future generations 
down, 


Rewards for Safety Records 


By Rosert Newcoms and Marc SAMMONS 

If you've ever been at a ball game, 
along about the first of the eighth when 
the pitcher has a no-hitter just about 
ready to wrap up, you have some appre- 
ciation of the tensions in a manufac- 
turing plant when a big safety record is 
in the making. 

The pitcher in the ball game isn’t pitch- 
ing that ball all alone; everybody in the 
stands is pitching it with him, even the 
breathless supporters of the opposition. 
When you have a plant safety record- 
breaker being born, you have everybody 
on the team, too. To many plant people, 
safety is a boring but necessary topic, 
but a safety record climbing into seven 
figures is a great boost to morale and an 
endless topic of conversation. 


# A few months ago the employes of the 
Kimberly, Wis., mill of Kimberly-Clark 
Corp. racked up a record of two million 
man hours without a lost time accident. 
It took more than eight months to reach 
it, and nobody paid much attention to 
it during the early stages of its develop- 
ment. But then the no-hitter fever set in, 
and for the last several weeks the con- 
versation around the mill was of noth- 
ing else but the rising record. It became 
the world’s record for that type of pulp 
and paper mill 

At two million hours, the paper manu- 
facturer decided to acknowledge tangibly 
the splendid teamwork of the mill people 
The management edged away from the 
usual scroll, lapel pin and cut-and-dried 
expression of appreciation. It was decided 
that something useful and something as- 
sociated with safety would be better liked 
by employes. 


s The result was that the company gave 
to each mill family—a total of some 1,500 
—a set of six safety-edge glasses upon 
which appeared a lacquered reproduction 
of the mill. The incription below it read: 
“Kimberly Mill, 1951. Over two million 
man hours without a lost time accident.” 
The company wanted to make the safety 
record meaningful not only to the employe 
at the mill who helped create it, but to 
his entire family. Behind it was an appre- 


7-year 


SAFETY GLASS—David Wildenberg, 
old son of a welder at Kimberly-Clark 
Corp., enjoys one of a set of safety glas- 
ses every mill family received 


ciation of the fact that most accidents oc- 
cur in the home. Perhaps the safety glas- 
ses, seen and admired by the family when- 
ever any of them sat down at the table, 
would help drive home the safety mes- 
sage to people who didn't actually work 
in the mill. 


@ The expressions of appreciation on the 
part of the employes for the glasses de- 
scended upon the company verbally, in 
letters and over the telephone. They made 
a great hit, because they were simple, use- 
ful things. They were perhaps not as cost- 
ly as a gold medal, but they were not 
tossed into a bureau drawer and forgotten, 
either. They were not a 
ment for the lapel of one man, but a prac- 
tical, day-to-day reward enjoyed by ev- 
erybody in the house and discussed by 
everyone in the community. 

Wise managements long since have rec- 
ognized not only the practical aspects of 
safety records in the making; they have 
recognized them as sound and helpful 
builders of employe morale. To reward 
the employes who built the records, these 
managements use their heads as well as 
their hearts. 
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Salesense in Advertising ... 


By JAMEs D. Woo.Lr 

Regional advertising agencies, I am told, 
frequently find it hard going when they 
compete with so-called national agencies 
for a national account. Thus an agency 
that has its one and only office on the 
West Coast, or In an 
inland city like St 
Minneapolis, 


Louis or 
is likely 
with two strikes against 


to go to bat 


it regardless of its size 
or record of fine per- 
formance 
Frequently, 
happens that a regional 
loses out after 
doing a first-rate job 
for a client in the seven or eight neigh- 
boring states in which it ordinarily op- 
erates. Everything went so swimmingly 
that the advertiser got growing pains, de- 
cided to go national, and forthwith ap- 
pointed for himself a coast-to-coast agen- 


too, it 


agency 


James D. Woolf 


cy 

“,. How much merit is there to the notion 
that national advertisers must of neces- 
ity be served by national agencies? Can 
a national advertiser, in, say, Cincinnati 
hope to be served as effectively by a 
local agency as by an agency that main- 
tains offices in a half-dozen or so prin- 
cipal American cities? This question, bear 
in mind, does not pertain to the com- 
petence of the persons who will work 

fon the account; it pertains solely to the 

: geographical setup 


i. Some regional agencies insist that, 
istrictly speaking, there is no such thing 
fas a truly national agency. America em- 
braces many such huge marketing centers 
as Philadelphia, Boston, Washington, 
+Baltimore, Pittsburgh, Cleveland, Cincin- 
fnati, St. Louis, Minneapolis, and Kansas 
City, not to mention dozens of important 
trading areas in and around such cities as 
’New Orleans, Atlanta, Birmingham, Nash- 
- ville, Houston, Dallas, Denver and, of 
; ‘’ course, all of the burgeoning Far West 
How many agencies, even the largest of 
sort of 


them, maintain offices or any 


adequate representation in more than five 
or six of these important markets? 

I have heard it further argued that the 
fact that an agency maintains an office 
on both coasts does not necessarily make 
its services national in any real and im- 
portant sense of the word. A national 
agency with offices in New York, Chicago, 
Los Angeles, Pittsburgh and Minneapolis 
is likely to have little or no first-hand 
information marketing conditions 
in such places as Cleveland, New Orleans, 
A Houston and Omaha 
, It is true that when the occasion arises 
the national agency can and will secure 
the needed information on local situations, 


about 


either through its own research people or 
through outside help. The regional agency 
admittedly is staffed with a smaller re- 


e search group of its own, but there are 
available to it many reliable outside or- 


ganizations 


@ Some regional agencies argue that their 
headquarters office, which is also their 
better staffed than the 
rival branch office of national agencies 
ee They insist that the national agencies keep 
ive, their top talent at home, usually in New 
York or Chicago, Whether this is true as 
a general thing I am not prepared to say, 
but I do know of several situations that 
seem to bear out this contention 
ear Perhaps this is the place to say once 
more what I have said before—namely, 
if I were an advertiser in search of an 
agency my acid test would be the ability 
7 of the agency to make good ads, If it 


only office, is 


Are National Advertising Agencies 
“! a Must for National Advertisers? 


happened that a local agency satisfied 
me on that score, I wouldn’t worry too 
much about the national scope of its ser- 
vice. We all know of many successful na- 
tional campaigns (Glass Wax, to mention 
only one) that were planned and executed 
by regional agencies. They were successful 
primarily because these agencies had the 
ability to originate advertising that had 
the horse power to move masses of peo- 
ple in the direction of the cash register. In 
short, these agencies made good ads. What 
they needed in the way of national sup- 
porting services—marketing research, or 
what have you—they went out and got 


@ It is likely, at least in some instances, 
that a substantial national account can be 
a thing of tremendous importance to a 
regional agency—its “blue chip” prestige 
account, so to speak. It is perhaps a fair 
assumption that in such instances the re- 
gional agency will move heaven and earth 
to satisfy its prestige client, whereas to 
the big national agency the “blue chipper” 
might not be quite so exciting. I am not 
suggesting that this is generally the case, 
but once every so often—well—it just 
might happen. 

And I am not suggesting that the large 
national agencies are in any way unde- 
serving of the fine reputation they enjoy 
among advertisers and media. I have spent 
most of my business life with the biggest 
one of them all. They are competent and 
sure, conscientious and trustworthy. They 
are respected not only by America’s busi- 
ness leaders, but by the local and regional 
agencies with which they often compete 

It is true that in some national adver- 
tising operations there are certain ad- 
vantages enjoyed by clients whose agen- 
cies maintain offices in New York and Los 
Angeles. Most magazine publishers and 
radio networks have their headquarters in 
Manhattan, and a great deal of broad- 
casting originates in Hollywood. And, of 
course, many of the outstanding illustra- 
tors and photographers are situated in and 
around New York. TV also presents dif- 
ficulties to agencies not situated in the 
large entertainment centers 


® No, this piece is not in any sense an at- 
tack on the large nationwide agencies. It 
is simply an expression of my feeling that 
the regional agencies deserve more con- 
sideration than they frequently get. Es- 
pecially is it my feeling that when a re- 
gional agency develops a regional ac- 
count to national proportions, as some- 
times happens, that agency ought to be 
allowed to keep it, except for reasons of 
obvious incompetence 

I suggest that wherever your business 
is situated—in St. Louis, Denver, New 
Orleans, Cincinnati, or Los Angeles—you 
invite in at least one local agency along 
with the national outfits. It may turn out 
that the local agency has on its staff at 
least one creative man, maybe the boss 
himself, who is a brilliant craftsman at 
making good ads. And that’s about all you 
need—one brilliant creative man. A potent 
copy idea is nearly always—no, always 
largely the conception of a single brain 


8 There are a number of very good local 
and regional advertising agencies outside 
of our largest metropolitan centers. They 
are headed by able, studious, energetic 
men, many of whom had the imagination 
and the courage voluntarily to quit the 
Big League to launch agencies of their 
own. 

There is no pat answer to the general 
question posed in this article. There are 
special considerations involved in every 
situation. But I do think it is important 
to remember that ability is not a matter 


of geography. Possibly the very ability 
that can do you the most good may be 
sitting behind a mahogany desk on Madi- 
son Avenue, or maybe that desk is across 
the street from your front doorstep. You 
may end up by awarding your account to 
a large national agency, but there is no 
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reason why you shouldn't give at least 
one respected local organization a chance 
to tell its story. 

Really talented men in this business of 
ours are a relatively scarce commodity. 
They deserve encouragement wherever 
they are. 


Mail Order and Direct Mail Clinic... 


The Personal Touch Pays Off 


By Wuitt NorTHMORE SCHULTZ 

Personal letters, with a dash of humor, 
have built a large and successful furniture 
store out Dallas way 

The writer of the letters is Mary Bon- 
ner Tripp, head of the Mary Bonner 
Furniture Co. She credits sincere, friendly 
letters for her climbing sales. 

“I love my business and love people. 
! personally write every person who 
comes into my store, and each letter is 
different,” Mrs. Tripp says. 

“I study my customers and know what 
kind of letter to touch them with. I write 
my cash customers and always mention 
what they bought so they'll know I’m a 
busy part of this business and took time 
out to see what they bought.” 


@ Fifteen years ago Mrs. Tripp’s store 
opened. “It was a hole in the wall,” she 
confides. But now it’s a “100x200-foot 
place built with just a lot of personal 
attention.” 

Mrs. Tripp claims she has never had 
an advertising program. In fact, she 
doesn't like big ads. She usually runs 
only one large ad a year. An ex-newpaper 
woman, she writes the copy and does the 
layout 

Her ads are chatty and informal. A 
recent ad begins, “Seriously, this is my 
first sale. I don't know anything about 
Sales...” 

Direct mail, however, is Mrs. Tripp's 
No. 1 sales tool. Her daily correspondence 
is a ritual. She doesn't dictate form let- 
ters, though. Instead, she checks her sales 
records and then writes a personal letter 


The Eye and Ear Department.. 


thanking the customer. All of these thank- 
you letters are written in longhand. 

Actually, her direct mail program be- 
gins with a simple, printed postcard 
which starts, “Welcome to Dallas...” 
Cards are mailed daily to Dallas new- 
comers, “and it’s grand the way it pays 
off,’ Mrs. Tripp says. 

Mrs. Tripp’s direct mail sales efforts 
continue with her thank-you letters, per- 
sonally written in longhand on a soft 
green tone stationery with a smiling pic- 
ture of herself wearing a big hat “ ‘cause 
women love big hats and men do, too, 
and people come in the door wanting to 
see my big hat. It always makes conver- 
sation,” says Mrs. Tripp. 

A person’s credit standing is a touchy 
subject, Mrs. Tripp has discovered, and 
so when collections fall off, she steps 
in with her letters, and payments become 
far more prompt. 


® Delinquent accounts and complaints to 
suppliers who need a bit of needling re- 
ceive Mrs. Tripp’s “worried letter.” This 
letter has a picture of her with furrowed 
brow and chin cupped in the palms of 
her hands and begins: “I’m worried about 
your account...I'm always so happy to 
help out when my customers are having 
troubles.” These letters are personally 
typed and typographical errors frequently 
appear—a frailty “common to human 
beings,” says Mrs. Tripp 

Such a disarming approach brings posi- 
tive results, builds good will, and has 
been recognized by professional collec- 
tion agencies as sound. 


Business Needs Direction-for TV. 


On Tuesday, April 8, President Harry 
S. Truman, by radio and TV, announced 
the seizure by the government of the 
country’s steel plants, and his reasons for 
ordering this seizure. The following eve- 
ning, Clarence B. Randall, president of 
Inland Steel, on both radio and TV, acting 
is spokesman for the steel industry, re- 
butted. In this exchange of viewpoints, 
particularly as it concerns TV, a vast, new 
and alarming political factor is brought 
sharply into focus 

While the airing of the sharply diverg- 
ing views of the two men on TV pays 
glowing tribute to the importance of pub- 
lic opinion in our country, and reaffirms 
the value of freedom of speech, it also 
calls attention to the Frankenstein mons- 
ter that television can become. 

The power of the demagogue through- 
out history has been one of the greatest 
menaces of all to free nations. If, with the 
advent of radio, that power was doubled, 
with television it has been quadrupled. 
For the power of the demagogue lies not 
only in what he says, but in how he says 
it. 

Mr. Truman is an accomplished, if 
awkward, swayer of a crowd. He has, of 
necessity, learned the tricks of his trade. 


Mr. Randall was righteously indignant— 
but, in his appearance, reminiscent of the 
silk-hatted individual whom Mr. Roose- 
velt once vocally caricatured for all time. 
The facts may have been on Mr. Randall’s 
side; the appeal was on Mr. Truman’s. 


® Mr. Randall was undoubtedly being 
himself. It is quite possible, however, that 
his case, as presented, could have been 
strengthened with the services of a com- 
petent director. If Mr. Randall’s rebuttal 
were true, Mr. Truman “doctored” his 
presentation to win public support of it. 
If Mr. Randall himself had been “doc- 
tored”—for similar reasons—he would 
have appeared in shirt sleeves, rolled up, 
and quite possibly before a slightly un- 
tidy desk. 

The great appeal of Wendell Willkie, 
despite his association with public utili- 
ties, was the fact that, even with a coat 
on, he gave the impression of being in 
shirt sleeves. And his uncontrolled hair 
had all the effect of an untidy desk. 

In short, if business is going to use TV 
for political purposes, it had better study 
some of its more successful techniques and 
employ the services, not only of a public 
relations counselor, but a pitchman. 
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Salmon Group Sued 
by Writer for Loss 
of Boeing PR Job 


SeaTTLe, April 24—Louis R. 
Huber, a free lance writer, has 
sued Alaska Salmon Industry Inc. 
for allegedly causing him to lose 
his job on Boeing Airplane Co.'s 
public relations staff. 

Mr. Huber’s complaint says the 
matter arose out of an article he 
wrote about the salmon industry 
that appeared in “The Progressive” 
last February. The article, “Reds 
and Red Salmon,” criticized 
Alaska Salmon Industry for deal- 
ing with communist elements in 
unions working in the salmon in- 
dustry. The industry group handles 
labor dealings for salmon compa- 
nies. 

The complaint says that W. C. 
Arnold, managing director of Alas- 
ka Salmon Industry, wrote to 
Frederick E. Baker & Associates, 
one of Boeing’s agencies, and this 
led to Boeing’s dismissal of Mr. 
Huber. He had been employed by 
Boeing for six years. 


Meck Television Inc. Adds 
45 Vim Electric Co. Outlets 

Meck Television Inc., Chicago, 
a subsidiary corporation formed 
March 28 to operate a new dealer- 
franchise plan for John Meck In- 
dustries and Scott Radio Labora- 
tories (AA, March 31), is a huge 
success in less than four weeks, 
according to a company spokes- 
man. 

In a further expansion of the 
“associate-dealer” plan, Meck is 
adding the 45 stores of Vim Elec- 
tric Co. in the New York area to 
sell its Mirror Tone sets on the 
same basis as the Meck stores. John 
S. Meck, president of the com- 
panies, said demand for the sets 
through existing outlets was so 
great that taxed production capa- 
city has delayed acceptance of ad- 
ditional associate delers. However, 
he added that the company ex- 
pects to accept additional dealers 
“within a few weeks.” 


Names Chambers & Wiswell 

Manning Travel Bureau Inc., 
specialist in student and personally 
conducted European tours, has ap- 
pointed Chambers & Wiswell, Bos- 
ton, to handle its advertising. 


Appoints Hill Co. Agency 

Franklin Plastics Inc., Franklin, 
Pa., has appointed Albert P. Hill 
Co., Pittsburgh, to direct its ad- 
vertising, and to plan its distribu- 
tion and sales promotion. 


Smart refiners know free 
balloons bring people to 
service stations for gas, 
oil, grease jobs. People have children — 
children love balloons! Attract kids, sell 
parents with PIONEER Qualatex “Float- 
ing Billboards”! Refiner buys balloons or 
splits cost with distributor or station. 
Whatever your product, pinpoint sales 
efforts at point-of-sale with PIONEER 
balloons. Printed in non-fading crackless 
pigments. Our Ad Service Department 
gives you ideas, samples, imprint infor- 
oe Cr mation. Write today— 
Guaranteed by > The PIONEER Rubber 
Good Housekeeping Company, 108 Tiffin Road, 
Cena Willard, Ohio 
a 


satoon YOUR SALES 


WITH PIONEER QUALATEX 


INTERPLANETARY TRAVEL—A recent issue of Collier's featuring the imminence of 

space ships and trips to the moon inspired this window display installed by American 

Express Co. in its travel service office on New York's Fifth Ave. It pulled in many 
vacation-minded passersby who were offered a variety of earth-bound tours. 


‘Skyways’ Names Horchler 

Skyways has appointed Bennett 
H. Horchler, formerly executive 
v.p. of the Institute of Aeronauti- 
cal Sciences, assistant to the pub- 
lisher, J. Fred Henry. 


|McGuire Adds Account 


McGuire Advertising, Montreal, 
has been appointed to direct ad- 
vertising for Aviation Electric 
Ltd., Montreal. Technical journals 


| will be used. 


Libbey Promotes Packard 

Roy C. Packard, assistant ad 
manager for Libbey Glass division 
of Owens-Illinois Glass Co., has 
been transferred to the division's 
Toledo branch office sales staff. 
Mr. Packard started with the ad 


department of Owens-Illinois in 
1938 and in 1946 transferred to a 
similar post with Libbey. In his 
new post he will handle special 
premium sales in Libbey’s Toledo, 
Cincinnati, Pittsburgh and Buffalo 
areas. 


The Fabulous Southwest 


5,391,898 tons 


Produces POTASH 


85% of U. S. Production 


An Independent Newspaper 
Seninn ond Genie” ™ 


The Nation's Largest Trade Territory 


Two Separate Newspapers — 27¢ Buys BOTH! | 


Che El Pasu Cimes El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


Trace 


Shae 
nee 


ee DICK TRACY 


On the afternoon of Lincoln's Birthday, Feb. 
12, in the Lexington-125th St. subway station 
in Manhattan, a girl high school student was 
jostled by the crowd ... thought she struck her 
head against a guard rail. 

About eight o'clock that night, in the Hunt's 
Point station in the Bronx, a transit policeman 
found her... frightened, dazed, unable to recall 
her name or where she lived. The officer took 
her to the Simpson Street police station. 

For two hours detectives tried to establish 
her identity, without results. Finally she said 
“I think I saw my name in a paper, something 
in a comic strip.” She didn’t know which paper. 

Detective Roy Nunes picked up The News, 


showed her the comics, one by one. At the Dick 


.“T think 


‘Tracy strip, her face lightened up . . 
that’s it, but my name has 
an E in it.” 

The Bronx phone book 
lists fifteen Traceys (with 
an E). On his tenth call, the 
detective found Veronica 


‘Tracey's name, family and 

home at 702 FE. 134 St. Bronx. and took her there. 
“We couldn't figure it out.” said Detective 

Nunes modestly.“ You have to hand it to Tracy!” 


’ 

— HOMEs is nothing new for The News. 
Any New York retailer knows that The News 
every day finds tens of thousands of homes for 
good merchandise of all kinds, in all brackets. 

The News is New York's home newspaper. 
With more than 2,100,000 circulation (daily) it 
reaches seven out of ten New York City homes. 
finds more customers. more easily, and more 
cheaply, than any other sales medium on earth! 

If you're looking for homes for your goods 
or services, you can't miss in The News (with 
an EF). In case you forget, ask anybody in New 
York for the paper with the most readers. Or 
ask any merchant for the paper which brings 
.. Or just ask The News 
advertising department, MU 2-1234! 


in the most business! . 
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Total Advertising. in 
March March Jan. -March 


1952 1951 1952 
Farm Magazines 
Capper's Farmer 621 609 168.6 
Country Gentleman 1llL1 1287 269.6 
Farm Journal 115.7 1139 290.5 
Farm & Ranch—Southern 

Agriculturist 

Upper South Edition 39.4 39.3 105 5 

Z Lower South Edition 427 39.2 112.6 

ZSouthwest Edition 549 57.5 1445 

Average 3 Editions 45.7 45.3 120.9 
Progressive Farmer 

#Carolina-Va. Edition 1174 99.9 277.2 

#Ga.-Aia -Fia. Edition 119.3 109.9 285.9 

mKy.-Tenn-W. Va 

Edition 138 98 271.0 
Miss. -La.-Ark 
Edition 118.0 1018 276.3 

Texas Fdition 1278 114.0 298.1 

Average 5 Editions 119.3 105.1 281.7 
Successful Farming 119.4 1143 294.1 

Total Group 573.3 5682 1.4254 
Not included in totals 
Mcnthlies 
"Agricultural Leaders 

Digest 244 261 745 
American Fruit Grower 37.8 31.0 108.7 
American Poultry Journal 

Eastern Edition 50.1 551 156.5 

sCentral Edition 39.0 46.0 122.4 

Western Edition 33.1 37.9 106.3 

Average 3 Editions 40.7 46.3 128.4 
Arkansas Farmer 22.1 18.1 48.9 
Better Farming Methods 38.1 50.7 120.0 

Better Fruit 21.2 17.7 61.1 
Breeder's Gazette 28.7 25.2 72.3 
Califorma Citrograph 219 26.0 79.7 
Carolina Co-operator 12.3 117 36.9 
Cattleman, The 128.4 109.5 397.1 
Electricity on the Farm 11.3 13.6 38.5 
F armer-Stockman 53.5 47.3 123.1 
Florida Cattleman 658 511 199.3 
© ‘Florida Grower 25.9 213 77.4 
Idaho Granger 6.2 7.4 21.0 
Kentucky Farmer 338 289 85.3 
Michigan Farm News 3.8 3.6 84 
Missouri Farmer 10.3 97 19.3 
National Live Stock 
Producer 122 121 30.6 
Nation's Agriculture 10.0 8.9 25.4 
New Jersey Farm & 

Garden 55.7 52.8 160.4 
"Ohio Farm Bureau 

News 109 124 27.7 
Pacific Powltryman 43.3 413 133.0 

) Poultry Tribune 

i zEastern Edition 63.7 55.2 186.6 
zCentral Edition 56.8 48.7 160.8 

f Western Edition 4.2 40.5 131.7 

5 Average 3 Editions 556 481 159.7 

P| §*Southern Farm & 

Home 12.5 84 33.3 
Southern Planter 45.6 45.6 1116 
*Turkey World 66.0 65.5 208.0 

= "Western Dairy Journal 426 45.7 108.7 
*Western Livestock 

Journal 97.1 92.6 337.0 
*Wyoming Stockman- 

Farmer 219 191 48.2 

) Total Group 1,033.7 997.7 3,083.5 


P=Not included in totals 


SLarger page size (1,100 lines) 


Newspaper Monthly Farm Sections 


t*lowa Farm & Home 35.2 29.2 78.6 


*Rural Gravure 95 9.2 22.0 
*Texas Ranch & Farm . 250 152 808 
Total Group 69.7 536 ©1814 


> {Larger page size (1,065 lines) in March 1951 


Semi-Monthlies 


PAmerican Agricutturist 991 40.0 105.0 
"California Grange News 92 10.1 25.1 
Colorado Rancher & 

Farmer 472 42.6 108.0 
"Cooperative Digest 8.6 6.8 23.5 
Dakota Farmer 7994 «669.1 189.7 
Farmer, The 996 916 249.6 
Hoard’s Dairyman 54.2 47.7 144.8 
idaho Farmer 514 49.1 133.5 
“Indiana Farmer's Guide 37.3 32.6 914 
Kansas Farmer 61.2 53.4 146.4 
Michigan Farmer 665 62.1 167.3 
Missours Ruralist 716 524 150.7 
Montana Farmer 

Stockman 76.1 75.4 1749 
Nebraska Farmer 109.7 93.9 264.3 
New England Homestead 475 52.5 131.9 
Ohio Farmer 7. 2067 191.5 
Oregon Farmer 485 448 129.3 

Oregon Grange Bulletin 17.5 12.2 439 


Freezer-Food Plans Get a Li ttle Praise : 


Pages 
dan. -March March 
1951-1952 
159.0 42,205 
293.6 5.559 
284.9 49.655 
1ll4 26.788 
109.1 29.062 
155.2 37,327 
125.2 31,059 
250.9 79.831 
266.7 81.116 
246.3 77,383 
46.6 80.253 
274.0 86,892 
256.9 81.095 
292.2 _ 53,740 
Tails 333.313 
63.6 4,822 
1045 16,324 
173.0 21,504 
142.8 16.743 
1216 8 14,207 
145.8 17.485 
48.8 16,733 
123.2 16,338 
60.5 8.911 
70.6 12,932 
77.7 14,714 
34.4 5.160 
338.0 53,935 
32.0 4,043 
119.8 40.674 
166.7 27.643 
65.2 17,637 
23.7 6,699 
80.7 26,511 
92 8.798 
214 7,822 
30.4 8,896 
27.3 4,488 
143.3 25,044 
34.0 4,913 
128.2 18,575 
185.6 27,335 
163.6 4,346 
140.3 19.814 
163.2 23,832 
29.9 12,510 
112.8 31,907 
209.5 28,326 
123.7 17,910 
280.5 40,796 
55.0 19,572 
2,923.6 543,950 
in March 
71.7 37,092 
21.8 9,504 
__ 70.3 _ 26,572 
163.8 73,168 
105.0 28,485 
32.6 10,017 
105.4 35,655 
19.1 3,604 
181.9 62.267 
230.2 78,050 
135.2 39,482 
131.4 38.880 
88.6 29,277 
135.9 46,508 
160.3 51,106 
137.6 54,382 
174.3 57,505 
239.2 82,950 
131.6 33,230 
180.3 59,209 
120.3 36,641 
35.3 19,040 


Ofticial Figures as Compiled by Farm Publication Reports Inc. 
Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, in 


Pennsylvania Farmer 
{Prairie Farmer 
ZIllinois Edition . 
# Indiana Edition . 
Average 2 Editions 
Rural New-Yorker 
Utah Farmer .. 
Wallaces’ Farmer . 
Washington Farmer . 
Western Farm Life 
§Herdsmen Edition 
Wisconsin Agriculturist 
Total Group 
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March Advertising Pages and Linage in Farm Publications 


Commercial Dis- 


play Excluding 
Poultry, Classified 
and Livestock, in 
Total Advertising, in Pages ~——-Total Advertising, in Lines — Lines 

March March Jan.-March Jan.- March March March Jan.-March Jan.-March March March 

1952 1951 1952 1951 1952 1951 1952 1951 1952 1951 
616 59.2 180.4 171.7 47,334 945,481 138.565 131,881 40,853 38,094 
10449 946 265.8 2415 6,399 68.853 193,498 175.793 67,321 58,968 
104.3 946 264.3 241.5 5.947 68.853 192,414 175.793 66,869 58,968 
1046 94.6 265.1 241.5 76.173 68,853 192.9 175,793 7.095 58,968 
44.7 42.0 134.2 1216 35,042 32,916 105,181 5.354 28.790 26,338 
525 53.9 144.0 148.2 39,720 40,760 108,570 112,039 35,976 36,346 
112.9 97.3 284.2 258.9 88.552 76.315 222,830 203,021 7,455 65,995 
S11 46.2 133.1 123.6 38.625 . 100,582 93.367 35,073 31,247 
454 45.7 112.3 118.1 35,612 35,792 88,559 92,523 2,681 32.848 
245 16.2 180.0 160. 19.199 12,726 141,138 126,011 2,405 1,820 
82.1 72.9 205.6 181.7 64,379 7,189 161,210 42, 61,203 54,033 


1,581.11435.5 4109.7 3870.2 1.210.924 1,098.0 
tIitinois and Indiana editions not listed separately prior to April 1951. Not included in totais. 


| carries all linage appearing in Western Farm Life. 


| 


Farm Linage Trendiigures in Thousands 


3,149,779 2.966.384 1,035,060 93 
§This edition ‘also 


51 


MAGAZINES MONTHLIES 
1952 1952 
MAR.|333 | MAR|544 | 
FB. [305 a: 
1951 1951 
MAR. ERY MAR. 
SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
1952 1952 1952 
mar. [i,211 ] J imar[ia2 | MAR[376 
reo[061 ) re8.[343 | 
1951 1951 

YTS 1,098 mar. REY 
Bi-Weeklies 
Arizona Farmer 1055 718 245.3 190.9 82,051 54,260 185,513 144,297 77,833 50,383 
California Farmer 

Northern Edition 65.5 58.2 168.6 155.7 49.488 44,006 127,460 117.675 46,259 40,521 

#Southern Edition .. 661 604 1710 1591 49,996 45.646 129.240 120,316 46.767 42,077 

Average 2 Editions 658 593 1698 1574 49,742 44.826 128,350 118,996 46,513 1,299 
*Dairymen's League 

er Ree 136 13.7 38.5 39.6 9,910 9.969 27,384 28,830 8,934 8,903 

Total Group ... 187.9 1448 4536 387.9 141,703 109,055 341.247 292.123 133,280 100,585 
Not included in totals. 

All figures in the following groups were compiled by Advertising Age 
Weeklies 
§Weekly Star Farmer: 

Kansas Edition 32.1 30.6 75.9 75.0 79,070 75,413 186,817 184,870 63.420 58,563 

Missouri Edition 30.7 314 73.8 75.6 75,662 77,445 181,907 186,379 60,702 60,860 

Okla.-Ark. Edition 28.3 28.3 3 70. 69.681 69,709 168.224 172,460 55,941 54,609 
§Formerly Weekly Kansas City Star 
Dailies 
Chicago Daily Drovers 

Journal . ease . R2 ms 104.0 87.9 70,551 66,625 221,728 186,893 25,961 31,063 
Kansas City Daily Drovers 

Telegram 422 476 1365 118.6 89,800 101.360 290,406 252,607 42.499 56,377 
Omaha Daily Journal | 

Stockman 398 390 1306 1142 84617 83.058 277,794 243,077 47,587 46,586 
St. Louis Daily Livestock 

Reporter ..... 26.8 226 82.1 63.5 57,040 48,195 174,723 135,340 23,770 29,637 

Total Group . “Ta20 “1405 ~ 453.2 384.2 302,008 299.238 964,651 817,917 139,817 163,663 

| Canadian 
Country Guide ... 50. 50.1 1259 125.0 36,508 36,073 90,657 89,973 36,508 36,073 
Family Herald & Weekly Star: 

Eastern Edition 101.8 119.7 270.8 275.2 101,839 119,662 270,869 275,141 73,227 90,073 

=Western Edition 86.5 100.2 230.3 237.0 86.452 100.247 230,193 237,012 67,232 1,803 

Average 2 Editions 94.2 1100 2506 2561 94146 109,955 250,531 256,077 70,230 85,938 
Farmer's Advocate & 

Canadian Countryman 50.0 44.0 131.1 117.3 134,983 30,788 91,736 82,102 26,032 22,925 
Farmer's Magazine 35.1 38.1 95.2 99.2 24.563 26,675 66.660 69,436 3,406 24,12 
Free Press Prairie 

Farmer 107.5 108.1 299.3 297.6 118.270 118,979 329,376 327,469 69,334 74,883 
Western Producer 62.6 60. ; 166.5 142.4 67,033 64,147 178,153 152,333 816 42,394 

Total Group 1 4103 1,068.6 1.0376 375,563 386,617 1,007,113 977,390 264,326 286,337 


Total Advertising. in Lines Lines 

March Jan.-March Jan -March March March 

1951 1951 1952 195] 
41,427 114 608 102.108 40.334 
87.522 183,347 199.626 72,820 P+ bes 
48.881 124609 122268 46.959 fe. ‘Os 
26.746 71.700 75.776 24,552 24. 
26,661 76.585 74,191 26, 3a 194 
39,079 98.233 105.542 32. 34,132 
30,829 82.173 85.170 28,103 27.528 
67.919 188,481 170,597 76.292 63; 
74,720 194.373 181,350 77.345 50975 
67,852 184,293 167,498 74,148 64,233 
69.205 187,939 167,672 76,088 
77.519 202.694 186. 81,869 S580 
71,443 191,556 174682 77.148 67.099 
51,433 132,343 126,477 52.145 48.324 

331,535 828,636 810,331 317,509 312,944 

5,117 14,643 12,479 4,822 5,117 
13,393 46,949 45,151 16,138 13,191 
23,631 67,154 74,191 13,653 13,302 
19.747 523 61,266 11,971 12.823 
16.248 45,607 52,134 10544 11,534 
19.875 55,095 62,530 12,056 12.553 
13,654 36,966 36,930 15,640 12,721 
21,773 51,477 52,866 15,736 20. 

7,4 25,517 25,429 8911 7, 
11,359 32,558 31,810 9129 8.495 
17,500 53,382 ‘ 14,548 17,332 

4,900 15.660 4 5.160 4,900 
45.983 166,874 141,975 26,373 28,025 

4.844 13,740 11.415 4043 4.844 
35,911 3, 980 34,266 32,964 
21,473 83,870 70,004 16,436 15.978 
14,513 53,199 44,449 17,115 14071 

8,07 22,771 5.809 6,650 7,994 
22.632 .940 63.271 22,831 20.653 

320 19,462 21,502 8,722 8,160 

7,359 13,791 16,187 7,184 = 6.827 

8.831 22,340 22,112 8.548 = 88,385 

4,018 11,471 12.224 4,488 4,018 
23,760 72,218 64,520 20,725 19,012 

587 12.438 15.338 4,478 5,167 
17,383 57,063 54.491 11.880 8,797 
23,684 80,080 79,639 18,279 14,538 
20,877 68.955 0,148 18,001 1. $14 
17,387 56.496 60,210 15,353 
20,649 68,510 69,999 17,211 iB &ss 

9,242 33,346 31,859 10,104 6,789 
31.904 78,066 78,983 30,379 29,506 
28,093 89,225 044 «17,342 15.603 
19,220 45,708 52,036 9,646 11,074 
38.906 141,575 117,866 15,176 15,554 

__17.080 __ 43,078 _49,271 16,044 __12,740 

508.814 1.541518 1,478,136 411,781 “391,907 
1951 

31,059 82,898 76,408 35,860 30,513 

9.209 21,929 21.812 9504 92 
16,156 002 74,858 26,519 16,188 
56.424 ~190.829 173,078 71.883 55,916 | 
29.084 76,470 76,392 25,421 25,683 
11,006 27,598 35,4449, 6,260 
32,191 81,570 79.687 29,353 27,034 

2.870 9.834 8.015 3. 2.870 
54.140 148.753 142611 57,431 49,841 
71,801 195.612 180,463 68,816 62,859 
34.721 105,490 98,359 30,852 28,676 
37.089 100,943 99,340 35.328 33,442 
25.543 71,730 67.996 22,142 19,403 
40,601 111,253 5,346 42,159 35,114 
47,725 128, 123,147 44,321 40,970 
39,793 114491 104524 45,097 32,490 
56.994 133,174 131,813 41,391 42,091 
70,997 199,844 180,854 68.6. 849 
36,745 92.350 92,060 24,261 27,804 
54,682 147 999 138.504 53,382 48,731 
33.885 97,761 91,018 33,005 30,217 
13,258 47.712 38.318 19.040 13,258 


“400. 
SFour issues in March 1952; five uaa in March 1951. <Not included in totals. 


from Sales Manager of Cedergreen Foods 


BELLINGHAM, Wasu., April 22— 
Freezer-food plans have got what 
may be their first pat on the back 
from a frozen food packer 

The praise from John 
Walker, general sales manager of 
Cedergreen Frozen Foods. Actual- 
ly, it was more of a gentle hint to 
retailers than anything else 

The frozen food industry 
been treading an middle 
ground. Generally dissatisfied with 
grocery performance, packers and 
distributors nevertheless are wary 


came 


has 
uneasy 


about endorsing programs which 
would cut them off from retail 
outlets 

Mr. Walker wrote Cedergreen 


distributors that the increased sale 
of freezers will in the end benefit 
food retailers. He said 

“We shall do nothing to hurt 
our retail grocery friends. On the 


other 
should 


equipped to 
merely 


can 


he 

zen 
3.8°% 
in 
capiia 
10 


foods 

of 
many 
consumption 
pounds a 


store. The big job is to sell them.” 

Significantly, 
closed that he issued his bulletin 
Cedergreen 
talking with Mrs. Rose Marie Kief- 


to 


hand, we do think they 4, 
be realistic. No grocer is 
‘sell’ frozen foods; he 


all 


make them 
to those who want them. 
makes them hard to find. Fro- 
re 


stores, 


only abe 
grocery store 
much lower 
is only abc 


We've got 


present 


year 


long way to go!” 


available 
Too often, 


sales; 
Per 


ut w 


yut 


® Mr. Walker explained that it is 
not enough merely to satisfy a 
need. ‘To ‘sell’ is to create a want,” 
he declared. “The freezer people 
offer the necessary money incen- 
tive to ‘sell’ frozen foods to en- Ft. 
tirely new users who know noth- 
ing about them. No matter how on 
they are sold, these people will 


be new customers for some retail 


Mr 
4 Cedergreen 
plan in some areas 
tion size packages 
label. 


tions, 


“efficient and 
tary-manager of the National Assn. 
of Retail Grocers. 

The Cedergree: 
also revealed that 
interested 


Rich, 


granddaddy 
clubs on the West Coast 
Walker 


Wayne, 
Associates, 
to sponsor 
stations 
Pacific Network and Mountain sta- 
beginning April 


36 


in 
who 
of 


is 


Ind., 


M: 


distributors 


the 
is 


the 


te 


Walker dis- 


after 


longtime secre- 


sales manager 


his company is 
plans of John 
considered the 


freezer-food 


ndicated that 
the Rich 
using institu- 
with a special 


ting 
ting 


Signs ‘Let's Go Hollywood’ 
North American Van Lines Inc., 

through Castor & 

Los Angeles, has signed 


“Let's Go Hollywood,” 


of 


the Columbia 


Arndt & Co. Adds § Accounts 


John Falkner Arndt & Co, 
Philadelphia, has added five ac- 
counts since January. These are: 
Stylecraft Frocks Inc., Philadel- 
phia maker of Sew-Easy dresses; 
Pearce Mfg. Co., Latrobe, Pa., 
manufacturer of all-wool blankets 
(previously handled by Edward 
M. Power Co., Pittsburgh); 
Rose Mfg. Co., 
ducer of upholstery, drapery and 
casement fabrics; Titeflex Inc., 
Newark maker of flexible all-met- 
al hose, electrical connectors, elec- 
tronic waveguides, ignition har- 
nesses, ignition shielding, filters 
and fuses; and the Liquid Tight 
Paper Container Assn. 


WIBK Increases Power 

The Federal 
Commission has granted WJBK, 
Detroit, owned by 
Co., an increase of its power from 
250 watts to 10,000 kilowatts day- 
time and 5,000 nighttime. Permis- 
sion also was granted to change 
frequency from 1490 kilocycles to 
1500 


Moss | 
Philadelphia pro-' 


Communications | 


Fort Industry | 


Johnson Elected President 


Paul C. Johnson has been elected 
president of Sealed Power Corp., 
Muskegon, Mich. He succeeds his 
father, the late Charles E. John- 
son. Mr. Johnson has been with the 
company since 1929 and served as 
v.p. in charge of sales from 1941 
to 1948, at which time he became 
executive v.p. 


Films Classical Music Show 


Werner Janssen Productions, 
Hollywood, will soon begin pro- 
duction on the first 10 of a series 
of three-minute films based on 
classical music. The films are in- 
tended for both TV and theater 
use. Music will be provided by the 


| 70-piece Janssen Symphony Or- 


chestra of Los Angeles. 


Prosser Named Ad, Sales V. P. 

Thomas G. Prosser, director of 
sales and advertising of White 
Rock Corp., New York, maker of 
White Rock sparkling water and 
flavored beverages, has been 
elected v.p. in charge of sales and 


' advertising. 
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Advertising Age, April 28, 1952 


WINNIE’S STOGIE—This Alfred Dunhill New York window display ties its Monte 

Cristo cigar with The Saturday Evening Post biography of Winston Churchill. The 

magazine's agency, Batten, Barton, Durstine & Osborn, sent 500 executives of 250 

ad agencies a cigar of the same brand and size as Winnie’s Monte Cristo, sold only 
by Alfred Dunhill of London. 


Nonfat Milk Solids 
Sales Mount; More 
Promotion Sought 


Cuicaco, April 22—Nonfat dry 
milk solids are winning greater 
consumer acceptance, according to 
reports made here at the annual 
convention of the American Dry 
Milk Institute. 

The relatively new industry sold 
605,000,000 pounds of milk solids 
in 1951, a 10% increase. While 
90% of this total went to volume 
markets, mainly dairies, sales of 
household packages doubled to 
reach 60,000,000 pounds. Other 
buyers were bakeries, meat pro- 
cessors and candy makers. 

Convention speakers appealed 
for a promotional campaign which 
| will educate the consumer in the 
use of milk solids in cooking. In- 
dustry leaders were highly op- 
timistic about the future market. 
A 20-minute film produced by 
the ADMI in cooperation with the 


American Dairy Assn. was intro- 
duced at the convention. The film 
takes the audience on a tour of a 
dry milk plant, shows the foods 
which contain dry milk solids and 
then illustrates home cooking use 
of the product. 


Newport Soap to Buchanan 

Newport Soap Co., affiliate of 
Safeway Stores Inc., San Fran- 
cisco, maker of White Magic soap, 
has appointed Buchanan & Co., San 
Francisco, to handle its advertis- 
ing 


Promotes Jams and Preserves 

Canadian Canners Ltd., Hamil- 
ton, Ont., is launching a series of 
240-line ads in English and French 
weekend papers for Aylmer jams 
and preserves. F. H. Hayhurst 
Co., Toronto, is the agency. 


Appoints Olian Advertising 

General Electric Appliances 
Inc., St. Louis distributor of Gen- 
eral Electric major appliances, has 
appointed Olian Advertising, St. 
Louis, to handle dealer cooperative 
advertising. 


49 


Vallender Gets Sales Post 
George M. Vallender, previously 
with Waltham Watch Co. Wal- 
tham, Mass., has joined Berlin & 
Jones, New York envelope manu- 
facturer, as sales promotion man- 
ager. ; 


Wehner Elects Turner V. P. 

Wehner Advertising Service, 
Newark, has elected Douglas J. 
Turner a v.p. He is an account ex- 
ecutive for the agency. 


mi | NATIONAL 
<Yeee| DISTRIBUTION 
Fast, Easy, Low in Cost! 


Today's soaring sales costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has bullt 48- 
state distribution quickly and at remarkably 
low *t for many of America’s multi-million 
dollar industries . and hundreds of smalier 
firms. If your product or line can be sold by 
persenal demonstration, we invite you to secure 
@ frank, experienced appraisal of your possi- 
bilities and future in the direct-to-consumer 
selling feild. There is no cost or cbligation to 
you. Write today in detail. 


OPPORTUNITY MAGAZINE 
Dept. A-116, 28 EF. Jackson Bivd., Chicage 4, Ul. 


—e re] a ere 
Zoos ™ 


Penton Profits Up 21% 
in ‘51 Over ‘50 Levels 

In an item on Page 74 of the 
April 21 issue of AA, reporting the 
operations of Penton Publishing 
Co., Cleveland, for 1951, the head- 
line incorrectly said “profits 
down,” although the correct fig- 
ures quoted in the story showed 
they were 20.8% higher than in 
1950, after taxes. 

Penton’s 1951 earnings after 
taxes were $352,553, as against 
$291,961 the previous year. Sales 
in 1951 hit a new high of $4,715,- 
000. 


Michel Named Eastern Head 
Fred A. Miche! Jr. has been 
named eastern manager of Water 


& Sewage Works, succeeding H. D. 
Crippen, who has been appointed 
v.p. Mr. Michel joined Gillette 
Publishing Co. in 1946. 


Ay ANN ARBOR’S 267- acre U of M building program 
i al adds new sales potential to 


an already rapidly growing state! 


Mitchell Joins Pan American 
Van Mitchell, formerly with the 
U.S. Army Service Command, has 
joined Pan American Broadcasting 
Co., New York foreign radio sta- 
tion representative. He will co- 
ordinate its Far Eastern operations. 


WAVZ Appoints Nelson 


Jack Nelson, formerly of Hay- 
don-Dukeshire, New Haven, and 
Erwin, Wasey & Co., has been 
named chief of the continuity de- 
partment and director of promo- 
tion for WAVZ, New Haven. 


NEWS COVERAGE 


of Localities in the Buffalo Market 


Hamburg for instance: 


Hamburg, a residential village that is home to many executives 


in the steel industry, has a population of 6936 people. its Buffalo 
Evening News circulation is 309! daily 


Sell the News Readers 


and you sell 


BUFFALO 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor ond Publisher 


WESTERN NEW YORK’S GREAT NEWSPAPER 


KIPLINGER'S right! “Michigan is notable among all 
industrial states for its growth potential." BOOTH 
MICHIGAN is a BIG, “dispersion-keyed” market 
with a vigorous GROWTH TREND! Its 8 BOOTH 
NEWSPAPERS, including the ANN ARBOR 
NEWS, offer national advertisers a quick, economi- 
cal approach to Michigan’s active, uniquely bal- 
anced, farm-and-industry-supported sales potential! 


BOOTK 


MICHIGAN 


MEDIA MEN .. . follow the TREND! Include the 
8 BOOTH MICHIGAN MARKETS on your next 
newspaper list. 


the WHOLE 


ABC net paid .. . 410,746. Practically as much NEWSPAPERS 
as that of any Detroit paper! In fact, the 8-paper 
MARKET BOOTH MICHIGAN MARKET is almost as big ccidiesiiiess tiie Meenas 
as that of Detroit! Every one of your dealers in it Kelemesee Gesotte 
will go all-out in backing up your BOOTH NEWS- Saginaw News 


Jackson Citizen Patriot » Muskegon Chronicle 
Bay City Times + Ann Arbor News 


PAPER schedule. They concentrate their own 


advertising in the same papers! 


KELLY-SMITH CO. 


The John E. Lutz Co., 
435 N. Michigan Avenue 


fey 1, lilinols 
Superior 7-4680 


A. H. Kuch, 

110 E. 42nd Street 

New York 17, New York 
Murray Hill 6-7232 


For latest market folder, call— ! 
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Retailers Need Defrosting. 
This Observer Contends 

To the Editor: Advertising ts 
handicapped—-We could go even 
further and say it is being sabo- 
taged. It is doing its job of herding 
customers into a store, but once} 
inside they are being blasted right} 
out again with poor salesmanship. | 

This is not a thought new to 
us; it is a growing problem that) 
has the entire American industry | 
alarmed. We are only adding our 
small voice to the clamor and sug- 
gesting that perhaps the remedy 
should come from those who ad- 
vertise 

We are of the opinion that ad-| 
vertising cannot get a fair shake of 
the dice unless the dealers who sell | 
the products to the consumer are | 
given some sort of sales training | 
to make the most of the prospects | 
who enter their stores 

Have you gone into a retail store | 
recently and tested an average} 
dealer on his salesmanship”? In the} 
majority of the the utter | 
lack of any real attempt to sell 


cases, 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


sounds and gestures. 

Simply stated, that’s all industry 
needs. Snap the retailer into a 
semblance of life, let him take an 
item off the shelf, put it into the 
customer's hands and discuss its 
merits. If he doesn't know what to 
say, tell him; even a short “can- 
ned” statement is better than say- 
ing nothing—and often sells better 
than an original, spur-of-the-mo- 
ment statement. 

That is what industry must do, 
to avoid things like this: 

1. Loving my wife as I do, I 
recently entered a large local de- 
partment store to buy her some 
perfume. The girl behind the 
counter promptly showed me a lit- 
tle bargain kit for $2.98. I'm not a 
millionaire, but I do think my 
wife’s birthday present should cost 
at least $5.00. I am sure that with 
a little salesmanship, the girl 
could have sold me a $7.50 item. 
Instead, I had difficulty spending 
the five 

2. A long time ago, a friend re- 
commended an insurance agent. 


article is Arnold Bernhard & Co., 
registered investment adviser. This 
house probably is well versed as 
to listed stocks but it may not be 
familiar with the records of many 
publishing companies whose shares 
are not listed and in many cases 
are closely held. On Page 30 of the 
same issue you present figures 
needing paint every two years or | from the annual report of the Chil- 
so. This, at present prices, costs | ton Co., which, I believe you will 
$149. I’m thinking of taking out) agree, reflect an excellent operat- 
the present windows and installing| ing performance and a strong fi- 
aluminum, which will do away | nancial position. We think that the 
with the painting. I visited a lead- | annual report of tne Penton Pub- 
ing manufacturer of aluminum| lishing Co., copy of which is en- 
windows and discussed my prob- | closed, reflects a condition which 
lem with their house salesman. | does not deserve to be damned by 
His attitude was not conducive to|the tag “Publishing Stocks Poor 
selling me anything. Several times | Investments Generally.” There are 
during our discussion, which did| dozens of other publishing houses 
not last more than ten minutes, he| in the business paper field that are 
picked up his phone and made/| earning consistently good profits. 
calls to a variety of people. Finally,| Up until now relatively few 
he forced himself to concentrate} business paper publishers have 
on me long enough to say that “it| gone to the public for capital, but 
would cost you about $500." I| this situation is subject to change. 
made my departure humiliated, | In fact, there have been a few indi- 
hurt and angry. cations in recent years that pub- 
4. Here, on the publication I own, | lishers in this field more and more 
we have some binding problems.| are considering the desirability of 
We came up with an idea that/distributing their shares more 
sounded darn good and would cut| widely. If these signs develop into 
down costs. The job would meanja trend, it would be a shame if 
the possibility of steady work for|investors generally had formed a 
|a binder. The first bindery I called| low opinion of publishing stocks 
on about the matter told me (be- 


3. The metal windows on my 
house have a habit of rusting and 
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sions, without commitments on 
either our part or the agencies’ 
part, we have utilized services on 
a case basis. Weiss & Geller con- 
stitutes the first agency with which 
we have contracted for continuing 
an on-going service. We believe 
that your article is an unfortunate 
reflection on both parties men- 
tioned therein. 

PHILie M. KLuTznNick, 
President, American Commun- 
ity Builders, Park Forest, III. 

o « e 


| Makeup Does Stretching Job 


To the Editor: As a subscriber 
to ADVERTISING AGE, I couldn’t help 
but send you the enclosed tear 
sheet from the San Francisco Ex- 
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dismays you 

This is the greatest opportunity | 
of the age for an alert manufac- 
turer or wholesaler to tap an ocean 
of increased sales 

Two or three very simple selling 
suggestions—selling aids—will 
tumble this dammed-up business 
into your lap 

Not necessarily displays, not 
merchandising; these things, as we| 
see them, are up to the level they | 
should be. It’s the physical task of | 
loosening up the retailer’s tongue, 
yes, and his arms as well; defrost- 
ing him, waking him from his 
trance, him to make 


persuading 


| Knowing no one else in the area| 


| again 


at that time, I bought some fire| fore I'd even had time to tell him 


insurance from him. He brought] @ll the facts): “You shouldn't do 


me my policy and I never saw him! it that way.” 

Each year, he sent me my| 5. The other day, one of the staff 
renewal by mail. Then my friend | happened to be in a retail liquor 
Charlie Largay began to stop by} package store, when a young wo- 
regularly to sell me insurance. He|™an came in and told the dealer 
always has a good story to tell and | She wanted something for her wed- 


| 


because of articles such as yours 


We are convinced that a more 
thorough study of publishing house 
statements would reveal a picture 
much more favorable to prospec- 
tive investors than that presented 
in your March 31 article. 

E. L. SHANER, 

Chairman of Board, The Pen- 


he gets out of my hair when I’m 
busy. Charlie has taken over the 
fire insurance; he has sold me 
group insurance for my staff; he 
has sold me business interruption 
insurance; now, he’s working on 
some added life coverage, which 
I'll probably buy. 


a. 


*& Important national advertisers like 
these can't be wrong! Their use for 
years of Burgoyne store panels in 
these representative test cities is a 
good example for you to follow. 

%& Have Burgoyne determine in ad- 
vance the probable success of your 
new product, price, package, promo- 


tion, or advertising theme. 


% Check over-the-counter movement 
of your product before you ask Man- 
agement for funds to go ahead 


nationally. 


% Have us submit a pretest proposal 
for three, five or seven test cities. 


pretesting is cheap 


profit insurance 


MADISON 


@ 1940, 1948 and 1950 
censuses reveal astonishing 


growth. 

@ People: Metropolitan ABC 
City Zone 110,111... up 
37.4% ; 9 County ABC Trad- 
ing Zone 359,404... up 
14.3%. 

@ Madison Industrial Pay- 
roll: 1951 . . . $572 thou- 


sand weekly ...up 376.9% 
since 1939! 

@ Farm Products: up 255 %! 
@ Retail Sales: Madison 
Metropolitan Zone $173 
million . . . up 195%; 9 
County Trading Zone $351 
million . . . up 214.2%! 
@ Coverage: CAPITAL 
TIMES and WISCONSIN 
STATE JOURNAL .. . to 
96.2% of all families in 
the Madison Metropolitan 
City Zone 67.0% 
homes of 9 County Zone. 


Burgoyne rocery ér Drag Seabes 


FIRST NATIONAL BANK BUILDING « 


CINCINNATI 2 


ding punch bowl. The dealer failed ton Publishing Co., Cleveland 
| to ask how many guests would be e e e 

present or to possibly suggest some 
additional drinks. The retailer of- 
fered a low price bottle because 
“he had a good buy on it about 
two years ago and it wasn’t mov- 
ing.” He sold (”) her two bottles | 
at $8.50 when she indicated she 
would spend at least $10. The 
brand she bought would certainly 


‘Case Basis’ Explains 
Builders’ Agency Setup 


been directed to an article appear- 


lows: 


| guests and the quality was of a| ing for American 
| doubtful nature Builders Inc. and its subsidiary, 
| 6. My wife (whom I've already Park Forest Homes Ine. It is the 


|mentioned as a person I love)| third agency for ACB in ten 
| finally persuaded me to replenish, months.” 
| my wardrobe. We made the rounds, We do not have the slightest 


ami Beach stores where annual! sulted in your statement that Weiss 
clearance sales were in progress.| & Geller is the third agency in ten 
Very reluctantly I purchased some | months. Over the past several years 
|slacks from one clothier whose| we have been actively solicited by 
opening remark was: “The cheap-| Many agencies. On several occa- 


“Weiss & Geller, Chicago, has} 
{not make an impression on her been appointed to handle advertis-|1n your April 7 
Community 


of the famous Lincoln Road, Mi- | notion as to the source which re-! 


Encore ad 
makes the girl above in the news 
photo have long legs. 

RAYMOND O. BARTELLS, 


aminer. The really 


The Veldent Co., 
Cal 


Los Gatos, 


- e — 
Agency Man ‘Feels Deeply’ 


To the Editor: My attention has| About Commission Problem 


To the Editor: Is there a possi- 


ing in your March 31 issue of Ap-| bility you will reprint James D. 
VERTISING AGE which reads as fol-| Woolf's article titled “Is the 15% 


Commission System Jeopardizing 
Agencies’ No. 1 Job?,” appearing 
issue? I would 
like to have 25 copies of this re- 
print in event it is available. 

We feel rather deeply on Mr. 
Woolf’s subject and we would like 
to distribute this article to several 
of our clients. 

Ray C. JENKINS, 

President, Ray C. Jenkins Ad- 

vertising Agency, Minneapolis. 

We may reprint Mr. Woolf's 
article in booklet form, but not 
for some time. 


est suits we have are $110.” (Less 
the 25%.) I don’t want any “cheap” 
suits. I would like to buy an in- 
expensive suit if possible. Anyway, 
to cut this short, I finally hit a 
store where I received service plus 
r quality story long before I heard 
| about the price. | bought two suits 
|and another pair of slacks. Total 
in that store $191.25. (Name of the 
| store on request ) 


NOW YOU CAN SEE 


The Uedliues te Thing / 


These are just my own experi- 
peer perhaps you have some that 
could put these in the shade. But 
until you, the advertiser, begin to 
| realize the retailer, the clerk be- 
| hind the counter, needs sales train- 
| ing about your products, things 
will get worse for a long time 


| before they get better. YES, YOUR plant te 


| ADVERTISING IS HANDICAP- 
PED. 
MARVIN LEVIN, on 
Publisher, Southern States engravings x 
Beverage Journal, Coral Ga- rraving rocesses 
aie She. engraving processes . . 
© e « 


Shaner Broadens Picture 
of Publishing Investments 

To the Editor: Some of us who 
read the article, “Publishing Stocks 
Poor Investments Generally, Says 
Investment Adviser” on Page 28 of 
your March 31 issue feel that it 
gives the reader a distorted pic- 
ture. Certainly if a prospective 


purchaser of stocks were to read 

it, he would shun publishing house 

shares as if they were poison. 
The source of material for your 


The inside story of 


and acclaimed by all. 


photoengravings .. .. 


filmed in America’s finest photoengraving 
. close-ups of the hand processes 
that transform fine color copy into fine color 
. animated diagrams of basic 


..all in sound and 


full color on 16 MM film. Shown at meet- 


ings of many ad clubs and similar groups 


Write for free loan of the film or illustrated folder. 


COLLINS, MILLER & HUTCHINGS, INC. 


207 NORTH MICHIGAN AVENUE, CHICAGO }, ILLINOIS 
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News on Chlorophylls 
Would Shock Gruskin 


Late Famed Physician, 
Who Developed Product, 
Might Be ‘Horribly Upset’ 


By Larry BERNARD 

New York, April 23—In the 
maelstrom of publicity surround- 
ing the almost daily introduction 
and marketing of new chlorophyll 
products is a story of a forgotten 
man. 

It’s the story of a man who is 
generally acknowledged as the dis- 
coverer of the therapeutic value of 
chlorophyll in the U. S. It is the 
story of a medical scientist whose 
interest in the green-colored mir- 
acle was strictly humanitarian. 

And it is the story of a man, whe, 
if he were alive today, would be 
“horribly upset” over the commer- 
cialism that has enveloped the ma- 
jor portion of the chlorophyll in- 
dustry, perhaps to the detriment of 
the proper evaluation of the great 
medical values inherent in the sub- 
stance. 


“@ This is the story, in brief, of the 
late Dr. Benjamin Gruskin as told 
to ADVERTISING AGE exclusively by 
George Gruskin, one of his sons. 
Mr. Gruskin is radio and television 
co-head of the William Morris Tal- 
ent Agency, one of the largest in 
the world. 

Benjamin Gruskin came to the 
U. S. as an immigrant from Fin- 
land when he was four years old. 
Ben had no time for the usual 
childhood pursuits because, among 
other things, he had to sell news-| 
papers to help support his family. | 

He was earnest, sincere and per- 
severing and he managed to work 
his way through college and med- 
ical school. He supported himself | 

during this time by being a cellist, | 

pianist, composer, conductor and} 
piano salesman. 


es He became a leading Chicago 
pathologist, affiliated with Mt.) 
Sinai and St. Mary’s hospitals in 
that city. His colleagues recognized 
him as a “doctor’s doctor,” because 
of his sixth sense as a diagnosti- 
cian. 

Dr. Gruskin developed a lucra- 
tive practice and became a profes- 
sor at Loyola Medical School. But 
his main interest was research, es- 
pecially cancer research. He devel- 
oped a blood test for the dread 
disease but it required scrupu- 
lously exacting technique and was 
therefore too delicate for broad 
use. So he developed a skin test 
which could be used efficiently by 
less skilled technicians. 


8 About 1926, Dr. Gruskin decided 
to give up his practice and came 
east to devote full time to pure re- 
search, his first love, under the 
great Dr. Ewing at the Memorial 
Hospital for the Treatment of Can- 
cer and Allied Diseases, affiliated 
with Cornell University. 

In the course of his work, Dr. 
Gruskin met L. C. Harbison, the 
late president of Household Fin- 
ance Corp. The two became good | 
and fast friends. Mr. Harbison was 
so impressed with the work of the 
brilliant medical scientist that he 
set up the Lakeland Foundation 
to aid the doctor in his research. 

When Mr. Harbison died, the 
foundation was continued by some 
of his associates, including a wide- 
awake patent attorney who saw 
the commercial possibilities for 
chlorophyll—an area of research 
which Dr. Gruskin had pursued al- 
most as a sideline. 


@® The doctor’s primary interest 
was in the cancer and tuberculosis 
fields. However, he had outstand- 
ing clinical results with chloro- 
phyll, and the foundation urged 


him to continue his efforts in that 
area. 

Some of the doctor’s achieve- 
ments with chlorophyll were quite 
dramatic. While head of the de- 
partment of experimental pathol- 
ogy and oncology at Temple Uni- 
versity, he was called in on a kid- 
ney ulcer case. The odor from the 
ulcer was so bad that the hospital | 
was forced to move patients off the 
floor. 

Chlorophyll was applied to the 
wound and the ulcer began heal- 
ing within 48 hours. Equally im- 
pressive was the fact that the 
stench completely disappeared in 
the same length of time. 


8 Eventually, the foundation urged 
Dr. Gruskin to take out a patent! 
on the therapeutic use of chloro- | 
phyll, which foundation officials 
believed to be a new invention. The | 
doctor, a self-effacing man, was 
opposed to the entire principle of 
patent. He wanted the substance) 
to be used for the world at large. 
He wanted no financial gain from 
a patent. 

The foundation pointed out that 
cumulative income from the patent | 
would make it possible for him and 
the foundation to develop further 
his main research interests—tuber- | 
culosis, pregnancy and especially 
cancer. 

He finally consented, and in 1938 
Patent No. 2120667 was issued in 
his name. This is the patent, now 
owned by the Rystan Co. of Mount 
Vernon, N. Y., around which pres- | 
ent court litigation hinges. 


® The Rystan Co. became inter-| 
ested in chlorophyll in early 1941 


| and after exhaustive research, de-| 
! 


cided to become a licensee of the 
Lakeland Foundation. In 1945 Ry-| 
stan bought the patent outright 
from the foundation. Between 1941 
and 1945 it paid minimum royalties | 
to the foundation, though it never | 
sold any products, according to 
O'Neill Ryan Jr., president of Ry- 
stan. Total payments to the foun- 
dation during these five years was | 
about $200,000. 

Dr. Gruskin left Temple in 1941 
to develop a cancer project in as-| 
sociation with Columbia Univer- 
sity. He occasionally gave “knowl-| 
edge and advice” to the Rystan| 
Co. for the development of its) 
ethical products. But he resisted | 
all requests to assist in the com- 
mercial developments, like those) 
now flooding the market. 


s At this time his health began to 
fail and Dr. Gruskin decided to re- 
turn to Chicago. There were many 
reasons for the move. 

He was developing a growing! 
frustration over the research which 
remained to be done and he prob- | 
ably had an inkling that his energy | 
was waning. He wanted to be close | 
to the foundation so that he could! 
better supervise its development) 
of his projects, especially his newer | 
interests in polio and—since this/ 
was wartime—the development of 
chlorophyll as a_ substitute for) 
blood plasma. 

The doctor had lost one eye in| 
a lab accident and was suffering! 
from a circulatory disease and 
found it increasingly difficult to 
tend to these matters through cor- 
respondence. 

He was receiving a $500 monthly 
grant from the foundation but ‘he 
soon found it financially necessary 
to resume his medical practice in 
Chicago. 


® The foundation had arranged for 
a midwestern university to handle 
much of its research work. Dr. 
Gruskin became disappointed and 
frustrated because he did not be- 
lieve the research was being chan- 


neled in the proper direction. He 
suffered a stroke and was forced 
to retire to his wife's parents’ home 
in Atlantic City, N. J. 

Early in 1950, A. N. Spanel, 
board chairman of International 
Latex Corp. (who has had exten- 
sive interest in medical research 
during his life), took a benevolent 
interest in Dr. Gruskin’s work. 

He summoned the doctor to New 
York, took him up to a darkened 


|floor in a mid-Manhattan office 


building and turned on the lights, 
revealing a completely equipped 
modern laboratory. 


s “From now on this is your lab,” 
Mr. Spanel said. “I’m going to see 
to it that all of your work, on 
cancer, chlorophyll as a_ blood 
plasma substitute, polio, your preg- 
nancy and tuberculosis tests, is de- 
veloped here. This is all yours to 
do anything you please with.” 

Dr. Gruskin was so affected that 
he broke down. 

“First,” Mr. Spanel told him, 
“we've got to get you well again.” 


In the meantime, Mr. Spanel sent 
a research assistant down to At- 
lantic City to take notes from the 
doctor so the projects could get 
under way. 


8 Dr. Gruskin’s strength was still 
failing and Mr. Spanel suggested 
that he go to Duke University and 
take the famed rice diet. During 
the two months he was there the 
diet seemed to have miraculous 
results and it looked like he would 
pull through. But he never re- 
turned to his new laboratory and 
its urgent work. Overnight, he 
went into a coma from which he 
never recovered and two days 
later, on Dec. 5, 1950, Dr. Benjamin 
Gruskin died. 

Dr. Gruskin had never in his 
career sought any recognition or 
acclaim. But had he lived a few 
days longer, he might have had 
both. 

At the funeral, O'Neill Ryan, 
who had become a close friend of 
the doctor's since their first meet- 
ing nearly ten years earlier, told 


the Gruskin family that within a 
week the American Medical Assn 
was going to announce its recog- 
nition of Dr. Gruskin’s work on the 
therapeutic value of chlorophyll. 


Hazel Appointed Ad Manager 
W. G. Hazel, a veteran of 40 
years in the newspaper and pub- 
lishing business, has been ap- 
pointed ad manager and publicity 
director of Capital Life & Health 
Insurance Co., Columbia, S. C. 


Rea Joins H. M. Gross Co. 

Lois Rea, formerly with Lowe 
Runkle Co., Oklahoma City, has 
been appointed production man- 
ager of H. M. Gross Co., Chicago 
agency. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


eince 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


—WHAT DO YOU WANT TO KNOW? 


FULL 


INFORMATION 


ON ANY 


ADVERTISEMENT(S) 
appearing in any 


DAILY NEWSPAPER’ = 


Our business is to read the daily 


papers—for you. 


Ours is a unique 


only one of its kind in the world. 
No job too small or too large 
for us to handle with accuracy 


and promptness. 
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§ 
ACB WANTS YOU TO 
HAVE ITS NEW CATALOG 


service, the 


when your boss or your “associate” 


Last year, ACB spent a lot of time in the 
preparation of a book (or catalog) telling 
about the diflerent ACB services. 
ready to send you. We ordered enough so 


It's now 


everybody who wants one can have one. So 


sees 


your copy and wonders if he could get one, 


Merchandisers have been using ACB Re- 
search Services for 35 years. More than 
1100 firms used one or more of the 14 
services last vear. Costs start at $15 a 
month. A typical ACB Service is briefly 
described below. 


* * * 


UNDUPLICATED 
ADVERTISING SERVICE 


You tell ACB what produet or field you are 
interested in. Then ACB sends you the 
advertisements that have news value for 
when a 
»~.. ew 


vou. You learn such things as:... 
new advertiser starts... new uses 
copy appeals... new substitutes being 
offered to replace your products... test 
campaigns by competitors... new selling 
approaches such as premiums and deals. 
This ACB Research Service is called “un- 
duplicated” because you get the same ad- 
vertisement but once no matter in how 


many places it appears. 


Like all ACB service you can 
cover all 1,393 U. S. cities in 
which daily newspapers are pub- 
lished, or, restrict coverage as 
much as you wish. Service can 
be continuous or periodic as de- 
sired. 


the answer is yes. 


The new ACB Catalog has a lot 
of information you’ll want and 
can use regardless of whether 
you ever order an ACB Service 
or not. Contains many, many 
case histories of how others have 
made ACB Services contribute 
to business success. Rates are 
quoted on many services. 


In this new ACB Catalog is a directory of 
every U.S. daily newspaper published; and 


valuable tables reprinted from the U. S. 


Census of Retail Trade. 


The 
ADVERTISING 


CHECKING BUREAU 
Inc. 


ACB SERVICE OFFICES 
79 Madison Avenue ° 
18S. Michigan Avenue + 
20 South Third Street = + 
161 Jefferson Avenue . 


51 First Street . 
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New York 16 
Chicago 3 
Columbus 15 
Memphis 3 


San Francisco 5 
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RECESS—C. J. LaRoche 
George N. Shuster 


right), president 


center president of 


sity, was saying during a time out at the 


bases of modern society in 


New Rival Campaign 
Features Dog Food 
with Chlorophyllin 


Cuicaco. April 22—So that dogs 


will always be pleasant compan- 


ions,” Rival Packing Co. is now 
promoting dog food “to prevent 
breath and body odors.” 


Rival dog food, needless to say, 
now contains chlorophyliin, a de- 
rivative of chlorophyll. To be sure 
dog owners know this fact, Rival 
has launched a national campaign 
270 newspapers, 
as well as magazines, TV, radio, 
outdoor and transportation adver- 


using more than 


tising 

The newspaper campaign is us- 
Sing the now-familiar Rival tech- 
Pnique of placing several ads in one 
" Magazines the schedule 


¢- . —— 


ue on 


of C. J. LaRoche & Co., New York, and 
Hunter College, seem completely engrossed 
in whatever Denis W. Brogan, professor of political science from Cambridge Univer 
first session of the American Round Table 
Sponsored by the Advertising Council, the table discussed the moral and religious 
a session at the Waldorf 


for insertions in May, June and 
July are American Family, Better 
Living. Everywoman’s Magazine, 
Family Circle, The Saturday Eve- 
ning Post and Woman’s Day 

Charles Silver & Co., Chicago, 
is the Rival agency 


Distributes ‘Hotel Story’ 

The American Hotel Assn. cur- 
rently is distributing a 20-page 
fact booklet about the hotel indus- 
try called “The Hotel Story.” The 
booklet, which traces the history of 
innkeeping and tells what hotels 
are doing now to improve their 
services, was produced by Young 
& Rubicam, advertising and public 
relations counsel to the association. 


Jillson Joins Foley 

Donald H. Jillson, formerly with 
Leeds & Northrup Co., has joined 
the copy department of Richard A 
Foley Advertising, Philadelphia. 


4 


TOTAL NET PAI 


pay 194,889 


Based on average circulat 


Jan. 1, 1952. from p 


Greatest home-de livered circulation 


in Northern California since 1939. 


In Metropolitan Oak- 
land, Pacific Coast’s 
3rd market, people 
open their doors every 
day to the Oakland 
Tribune—your ‘Key to 
the City.” 


D CIRCULATION 


sunpay 206,219 


1951 to 


ublisher’s own records 


10n from Oct 1 


Representatives Including Sunday Magazine 


Advertising Age, April 28, 


Advertising Costs Now 38% Below 1941 Levels 
on Basis of Purchasing Power Reached: Johnson 


To the Editor: Melvin Brorby of Needham, Louis 
& Brorby presented a very interesting analysis of 
advertising costs at the annual meeting of the Amer- 
ican Association of Advertising Agencies [AA, April 
7|. He showed, for example, that the average ad- 
vertising cost per thousand circulation is 32% higher 
in 1952 than in 1941. This was a general cost-per- 
thousand index which stood at 132 in 1952 compared 
to 100 in 1941 and represented the cost of delivering 
the same number of messages as in the base year 
when production and talent costs were added on a 
| properly weighted basis to space and time costs. 


Advertising Cost Per Thousand 
Dollars of Disposable Income 
Index 100 


(38% 


62 
under 
1941) 


A similar advertising cost per thousand dollars 


of purchasing power represented by the person 
reached could be worked out for each medium. This 
would show, for example: 
Index of Cost Per Thousand Dollars of Pur- 
chasing Power Reached by an Advertising Mes- 
sage (1941 = 100) 


| When broken down separately by media, the cost- Consumer Magazines 56 (44% under 1941) 
per-thousand index in 1952 compared to 1941 as Newspapers 56 (44% under 1941) 
100 was as follows Outdoor .... .57 (43% under 1941) 

| Consumer Magazines .. 118 Network Radio . .53 (47% under 1941) 

Trade Publications ibaa 121 Spot Radio ...... ......73 (27% under 1941) 

Newspapers (milline rate index) ....118 No basis for comparison with 1941 was available 

Network Radio Time 112 for network television or spot television. 

pad — _— Just looking at the increased costs of advertising 
utdoor .. ; F 


Mr. Brorby could have gone further 
| figures to show that advertising represents a real 
| bargain nowadays compared to prewar. As against 
| an increase of 32% in the cost of delivering an ad- 
vertising message to a consumer, the average con- 
sumer today has disposable income after taxes, or 
dollar purchasing power, 112% greater than in 
| 1941. An index, therefore, of advertising cost per 
thousand dollars of purchasing power reached by 
lan advertising message would, today, stand at 62 
with 1941 as 100. There has been a drop of 38%, 
therefore, in the cost of advertising since 1941 when 
related to the market potential that is reached by 
the advertising message 


1952 (1951 
1941 Last Quarter) 
Disposable Personal Income 


(after taxes) $92 Billion $228 Billion 


with these | 


space or time without relating this to the improved 
quality of the market reached can be misleading. 
On the average now each person reached by an ad- 
vertising message represents more than twice the 
potential market in terms of dollars than the aver- 
age person reached in 1941. In terms of “discretion- 
ary” spending power this average person has con- 
siderably more than twice what he had in 1941. 
Discretionary spending power now represents 53°% 
of the average person’s income compared with 35% 
prewar. In other words, the opportunity for the 
advertising message to influence the way in which 
a discretionary dollar is to be spent is much greater 
now than in 1941 yet the message costs only 32° 
more to deliver, on the average. 

As we approach the time when advertising must 
increase in importance as an economic force to edu- 
cate our population to the higher standard of living 
to offset drops in defense expenditures it would 
seem important that someone call attention to the 
low cost of advertising. The fact is that this powerful 
tool is available at bargain rates compared to pre- 


ARNO H. JOHNSON, 
Director of Research, J 
New York. 


Population 133,377,000 155,469,000 

| Disposable Income Per Capita 

| (after taxes) $690 $1,467 

Index of Disposable Income war. 

| Per Capita 100 212 

Advertising Cost Per Thousand Vice-President and 
Circulation Index 100 132 Walter Thompson Co., 


| eration of America 
| Astoria. 


More Than 1,000 | to 
Attend AFA Meet 


New York, Apri! 21 
discussions on ahead for 
advertising and sales in 1952” will 
feature the 48th annual conven- 


Cann-Erickson. 


Charles O. Puffer Forms 

Own Agency in Chicago 
Charles O. Puffer, formerly with 

Casler, Hempstead & Hanford, Chi- 


Top-level 


vhat’s 


and Marion Harper, president, Mc-| Landers, Frary Names Two 
| 


Richard L. White has _ been 
named chairman of the board of 
| directors and Bret C. Neece has 
been appointed president of Land- 
ers, Frary & Clark, New Britain, 
Conn, Mr. White succeeds Arthur 
E. Allen, who is retiring. 


tion, June 8-11, of Advertising Fed- 


Graham Patters 
chairman and pu 
Journal and Path} 
that a panel of pr« 
ment on a schedu! 


Johnson, v.p. and director of re- 
search, J. Walter Thompson Co. that, he was with Batten, Barton 
Stuart Peabody ssistant y.p., Durstine & Osborn from 
B a Co will Pacer si F 1945 and with Beaumont & Hoh-| 
genial ; : man from 1933 to 1941. 
Members of t panel include 


Julia Steven, p! 
Candy Kitchens, ‘ 
Ward, president, 
Bernard C. Duff 


at the Waldorf- 


It is expected that attendance at 


the convention wil! 


exceed 1,000 

AFA board 
yisher of Farm 
nder, announced 


sidents will com- 


ed talk by Arno 


ident, Steven's 
cago; Elmer D 
roodall-Sanford; 
president, Bat- 


cago, has opened an agency in Chi- 
cago under his own name. The 
agency's initial accounts include 
Ceco Steel Products Corp., Cicero, 
Ill., formerly handled by Casler, 
Hempstead & Hanford, and Wilson 
Jones Co., Chicago manufacturer 
of business forms and looseleaf 
booklets. Wilson Jones previously 
advertised direct. 

Before joining CH&H in 1951, 
Mr. Puffer was with Goodkind, 
Joice & Morgan, Chicago. Prior to 


1941 to 


Farson, Huff Names Three 
Farson, Huff & Northlich, Cin- 

cinnati, has appointed Philip Joy- 

ert, William McLaughlin and Alec 


ten, Barton, Durstine & Osborn, Stolley account supervisors. 
Earnings of Adverti 
Share 
Sal Earnings Earnings 
Company 1951 1950 1951 9 1951 1950 
Albers Super Markets Inc 5 66.844,.985 § 57.426.692 § 1034.598 § 1.378.172 — — 
Aldens Inc 87 443.314 79,784,448 1.529.344 2,047,808 3.90 5.35 
American Airlines Inc 162.971.000 118.685.000 10.549.000 1 142) 1.39 
Baldwin Co 17.218.000 15.987.000 656.958 940.735 _— — 
Borg-Warner Corp 369, 166.260 330.924,422 21.219.389 29.027.224 883 12.16 
Capital Airlines Inc 38.702.493 29.816.460 1,756,490 1.066.841 2.25 2.02 
Coleman Co 37.068. 345 33 794.847 2.626.135 3.680.907 6.37 9.00 
Eastman Kodak Co 542.284510 457.778.775 49.025.906 61.858.957 3.23 4.50 
General Outdoor 
Advertising Co 26,.996.270 26.220.118 2.100.282 2.606.435 3.26 — 
Greyhound Corp 226.596.947 183,716,448 13.712.658 11,849,854 1.27 1.25 
International Paper Co 645.765.722 509.110.329 56.819.172 66,647.15] 6.28 7.38 
Mid-Continent Airlines Ir 7.818.363 8.238.390 135.941 355.446 0.32 0.85 
Munsingwear Inc.” 31.173.677 25.391.827 961.118 1,203,707 2.43 4.03 
Owens-Illinois Glass Co 298.171.607 7.638.414 15.606.810 26,202,364 5.11 8.57 
Pullman Inc 252.716.469 175,920.634 10.269.939 9.853.089 469 4.49 
Republic Stee! Corp 1.060.371.877 888.314.828 54.921.541 63,794,711 9.03 10.53 
Reynolds Metals Co 215. 704.848 16€.925.510 15,837. 846 12.599.731 10.58 8.32 
St Regis Paper Co 195.259.265 168.620.073 15,.464.147 14,444,451 _ _ 
Sterling Drug Inc 153.222.215 138, 727.337 11,551,461 13.481.870 2.91 3.41 
Stewart-Warner Corp 103.269.258 80.482, 372 4,104,789 4.584.936 3.20 3.55 
Thor Corp 22.581.086 29.930.337 692.914 1.863.900 2.07 5.39 
United Paramount 
Theatres Inc 115. 746.552 97.127.938 **10.705.011 12,141,667 3.24 3.72 
Warner-Hudnut Inc 42.238.561 7.845.027 3,304,864 2.540.020 2.96 2.16 
Zenith Radio Corp 110.022.780 134,012.595 5.370.740 5.267.003 10.90 11.43 
Includes operations of Vassar Co. after February. 1951 


** Excludes United Paramount's 


subsidiaries amounting te 


$85.000. or 3¢ a share 


direct and indirect share of 


undistributed earnings of non-consolidated 


im 1951 and $209,000, or 7¢ a share in 19 


Miller Becomes Ad Manager 

Bernard J. Miller, eastern ad- 
vertising manager of Esquire’s Ap- 
parel Arts, has been promoted to 
advertising manager of that publi- 
cation. 


No pasting... 
slip inserts in! 


25 handsome styles shown in 
V.P.0. Catalog A28 sent free 
upon request on your letterhead 
All colors, all sizes up to 24x18 
From $1.75 up 


manufactured by 


AT STATIONERS. ART STORES 


JOSHUA MEIER CO., INC. 
@ 153 W. 23 St., New York, N.Y 
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Advertising Age. April 28, 1952 


Along the Media Path 


@ A. Mitchell, 111 W. Jackson, 
Chicago, offers retailers a Lucky 
Keys Program to increase store 
traffic. Promotion involves dis- 
tribution of a number of keys, all 
of which fit into a lock. However, 
only some of the keys can open 
the lock. The retailer puts the lock 
on a chest which holds prizes for 
those who get the winning keys. 

Mr. Mitchell says the keys can 
be attached to cards, letters, hand- 
bills, circulars and brochures. A 
drawing for all key holders winds 
up the promotion. The ratio of 
winning keys to losing ones is de- 
termined by the dealer. Locks are 
provided by Mr. Mitchell for $1.50 
each and keys cost $15 per 1,000 
in orders below 25,000 and $8 per} 
1,000 for 100,000 or more. 

Mr. Mitchell reports the program | 
was used by 10 department stores 
in 1951. He claims returns as high 
as 60% and 75% on the number ad | 
keys distributed. 


e@ The April American Builder—a 
dealer catalog directory issue— | 
runs to 652 pages, largest pub- | 
lished in the field since 1928. The 
104 pages of directory material are 
divided into 26 product sections. 


e@ The Christian Advocate, Meth- 
odist weekly, celebrated 125 years 
of publishing with its March 27 
issue, A four-color cover reprinted 
front pages of the 1826, 1876 and} 
1926 issues. Ad linage totaled 7,189.! 


e Publication Research Service, 
Chicago, has completed a reader- | 
ship survey for the St. Paul Dis-| 
patch and Pioneer Press. Study | 
was based on three different issues | 
and results showed:  best-read 
news stories were local, TV had} 
little effect on reading habits and} 
readership of women’s and sports| 
features topped the national aver-| 
ages. 


e For the second time in Cleve- 
land radio history, one station is 
buying time from another. WDOK 
has a year’s contract for closing 
spot announcements on WJMO, 
which operates only during day- 
light hours. Before signing off 
each day, WJMO asks listeners to 
dial WDOK for evening programs. 
Before it came on the air in 1947, 
WJMO bought spots on WJW. 


e Art News, New York monthly, 
celebrates its 50th anniversary in 
June with a Golden Jubilee issue. 
The magazine is published by The 
Art Foundation Inc., a non-profit 
educational organization formed to 
stimulate interest in art. Despite a 
subscription rate of $9 per year, 
it claims “the largest circulation of 
any existing critical fine arts pub- 
lication.” 


e@ The journalism school of Lin- 
coln University, Jefferson City, 
Mo., honored three magazines 
April 25 for their contributions to| 
human relations. The Negro school | 


presented awards to the Ladies’ 
Home Journal, The Nation and} 


Tide. | 


e A radio promotion month—with 
the emphasis on FM—will be 
launched in upstate New York 
May 12. Backers of the campaign 
are FM broadcasters and radio 
makers, distributors and dealers. 


e Implement & Tractor says the 
big agricultural story since World 
War II has been the growth of 
power farming in the South. This 
story will be told in a “progress 
report on the South” to be pub- 
lished in the magazine’s May 24 
issue. 


e@ The Saturday Evening Post hit! 


a new alltime high in ad revenue 
with its April 19 issue, which had 
a special section devoted entirely 
to hardware products. Advertisers 
paid a total of $2,549,010 for 257 
ads covering 559 columns. This 
surpassed the record of $2,098,729 
in the Oct. 21, 1951, issue. 


e A new high in circulation is re- 
ported by Coronet—2,792,000 for 
the first quarter of 1952. 


e WJR, Detroit, makes news by 
reporting a loss. Sales for the first 
quarter of 1952 were $852.957.65, 
compared to $891,441.83 for the 
same period last year. 


e@ “In Worcester... You Can Add 
Extra Salesmen at No Extra Cost.” 
This is the title of a new promotion 
booklet issued by the Telegram- 


Gazette, Worcester, Mass. The bro- 
chure has pictures of the paper's 
salesmen and a description of how 
they visit stores to line up promo- 
tion for products advertised in the 
Telegram-Gazette. 


Franz Renames Agency 

Alex T. Franz, owner of Fred- 
erick, Franz & MacCowan, Chicago, 
has announced that the agency 
will be named Alex T. Franz Ad- 
vertising, effective May 1. A for- 
mer principal of the agency, H. L. 
MacCowan, resigned several 
months ago. 


Buys ‘Red Skelton’ Airings 

Lewis Food Co., Los Angeles, is 
sponsoring six Red Skelton radio 
programs on KNX, Los Angeles, 
and the basic Columbia California 
Network. Dr. Ross dog and cat 
food will be promoted. Rockett- 
Lauritzen, Los Angeles, is the 
agency. 


Schoff Joins ‘TV Digest’ 
Lawrence M. Schoff, formerly 

with the News, Philadelphia, has 

joined the sales staff of TV Digest. 


Alcoa Promotes Hall 

Arthur P. Hall, director of pub- 
lic relations and advertising, has 
been elected v.p. in charge of pub- 
lic relations and advertising for 
Aluminum Co. of America, Pitts- 
burgh. 


Benham Adds Account 

Real Estate Savings & Loan 
Assn., Philadelphia, has appointed 
Benham Advertising, Philadelphia, 
to handle its advertising. 


Glamorene to Aitkin-Kynett 
Jerclaydon Inc., Miami Beach, 
maker of Glamorene rug and car- 
pet cleaning compound, has named 
Aitkin-Kynett, Philadelphia, to 
handle advertising for Glamorene 


Two Name Breig Associates 
Tour and Shop Service, Phila- 
delphia, and Philosophical Pub- 
lishing Co., Quakertown, Pa., have 
named Breig Associates, Phila- 
delphia, to direct their advertising. 


SILKSCREEN PRODUCERS OF 
eautiful — 
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Were all in the steel business / 


ok nce elm il ea) 7S 


fos Ch 


pe es i 


uTucry 


FOR EACH OF US TO GET MORE STEEL...AND PRODUCTS MADE OF STEEL... 
WE'VE GOT TO PROVIDE MORE SCRAP TO MAKE THE STEEL. 


Half the melting stock used in the 
steel mill or iron Sante consists of 
iron and steel scrap. In normal times, 
enough scrap is produced by the mills, 
foundries, railroads, fabricators and 
scrap dealers to fill the need. 

But now the mills have stepped up 
ey to meet the greatly increased 
military and civilian demands for steel. 
And that increased capacity has out- 
stepped the supply of scrap. 

That is why we are calling on plants 
in both metal-working and NON. 
METAL-WORKING industries to pro- 
vide the needed scrap NOW. 


You have the heavy scrap 
needed to make more steel 
Enough obsolete machinery, equip- 
ment and parts are being carried as 
useless inventory to give a big push to 


the production of steel. Surveys have 
proved this. 

The trick is to get that old steel into 
the hands of the steel producers. 

We're putting that job up to you. 

To help maintain steel production... 
provide more steel for the equipment 
you want... turn in your idle iron 
and steel to your local scrap dealer. 


What you can do to help 
maintain steel production 


1. Appoint one top official in your plant 
to take full responsibility for surveying 
the plant and getting out the scrap. 


2. Consult with your local Scrap Mo- 
bilization Committee about its program 
to help out in the scrap crisis. For 
chairman's name, check with your 
Chamber of Commerce, or the nearest 


This advertisement is a contribution, in the nationai interest, by 


ADVERTISING AGE 


office of the National Production Au- 
thority, Department of Commerce. 

3. Call in your local scrap dealer to 
help you work out a practical scrappi 
program. Non-ferrous scrap is ms 4 
too. 

4. Write for free booklet, “Top Man- 
agement: Your Program For Emer- 


sency Scrap Recovery”, addressing Ad- 
vertising Council, 25 W. 45 St., New 
York 19, N. Y, 
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If every day 
seems dark and 
cloudy and you 

jp seem to have more 
than your share of 
problems—let us 
help chase your 
gloom. We've made 

jo business of helping 

‘busy production men 

_and advertising 
executives; and 

whether 
you use one 

“service, or all six, 
‘you'll be pleased with 

‘the help and assist- 
ance you'll receive. 
Write or phone and 


let us tell you more. 


unified 
services 


TYPOGRAPHY 
ELECTROTYPING 


PONTIA 
evens: 


@12 WEST VAN BUREN ST 
CHICAGO 7, ILLINOIS 
call 

HAymarket 
1. 1000 


After-Midnight Programs on Upbeat; 
Sponsors Back Many in New York 


(Continued from Page 1) 
ture talk rather than music. And 
the trend in subject matter is to- 
ward anything but soothing topics 
The general rule seems to be: grab 


a controversy while it’s hot and 
throw it in the lap of the best 
available speaker 


® The most successful practitioner 
of this school of radio is one of its 
originators, Barry Gray. To all 
appearances his program—a three- 
hour nightly broadcast originating 
from Chandler's Restaurant—is 
paying good dividends to all con- 
cerned. For the station, it’s a sell- 
out, with 16 to 18 advertisers be- 
ing heard from nightly. There also 
is a healthy waiting list of spon- 
sors 

For Chandler's, which marked 
the start of Mr. Gray’s third year 
with the restaurant by signing him 
to a ne 
000 a week plus commissions, it 
means packed houses at a time 
when night club business generally 
has not been exactly booming. 

In addition to his weekly salary 
Mr. Gray, who is in his mid-30s, 
gets 50% of the revenue from the 
commercials on his program, but 
four-fifths of this 50% goes to 
Chandler's. According to Buddy 
Allen, Gray’s personal representa- 
tive, the show takes in from $3,000 
to $3,500 weekly from sponsors. 
An advertiser now pays $280 (in- 
cluding agency commission) week- 
ly for nightly participations; in 
June the rate will be raised to 
$280 net 


® This is a premium rate on the 
station and carries no discount. The 
only other WMCA participating 
programs which cost as much are 


|the WMCA show 
w contract calling for $2,-| 


Minn.) made politics interesting 
at 2:30 in the morning. Josephine 
Baker detailed her racial discrim- 
ination accusations against the 
Stork Club over the same micro- 
phone. A few davs after the Cicero 
riot, Harvey Clark, the Negro bus 
driver, and his wife, who were the 
target for the mob’s fury in that 
Illinois city, came to the program 


to tell quietly, and with no dram-| 


atics, what had happened to them 


® In recent months the Gray show 


has had a heavier representation 


of political leaders, civic officials 
and other non-show business folk 
This is a marked change from the 
early days when comedians used 
to drop by Chandler's and take ov- 


er the microphone for long 
stretches at a time 
As a result of this practice on 


and other cafe- 
originated broadcasts throughout 
the country, the American Guild 
of Variety Artists’ national board 
passed a resolution last week ban- 
ning these free performances by 


their members. Performers who 
work vaudeville theaters, night- 
clubs and club dates, etec., are 


represented by this union 


® AGVA's objection is said to be 
based on the fact that everybody 
else in the nightclub—from dish- 
washers to the disc jockeys turned 
commentator—is being paid ex- 
cept the entertainers. The union 
feels that the variety acts are com- 
peting with themselves by work- 
ing for free to draw crowds into 
such nightspots and away from 
other clubs which feature floor 
shows with paid performers 
No effective date has been 
yet for the ban, which prohibits 


set 


MUSIC PARTNERS—Willie Bryant (left) and Ray Carroll play records in the modern 
vein until 2 a.m. over WHOM, New York. Their program originates from the Baby 
Grand, a Harlem night club. 


adjacencies to baseball games and 
the Sam Aro sports show 

Several of the advertisers, whose 
commercials are rotated to give 
everybody a crack at the best time 
are longtime users of the 
program. One veteran sponsor, 
Sealy Mattress Co., presenting 
Barry in a Monday-through-Fri- 
day TV newscast over WABD. 
‘here are plans to simulcast the 
first hour of the WMCA show in 
the fall, after the star returns from 
vacation. On evenings when the 
discussion is lively, the radio com- 
mercials are prone to get less time 
and be more closely jammed 
gether 


spots, 


Is 


to- 


® Though Barry himself has opin- 
ions on practically every subject, 
his programs—like others with a 
similar discussion format—vacil- 
late from excellent to tune-off, 
depending on the guest at hand. 
Even in his prime Joe Louis never 
showed to better advantage than 
when being interviewed over the 
WMCA microphone 

Sen. Hubert Humphrey 


(D.,| 


gratis appearances on nightclub 
and restaurant originating broad- 
casts but does not affect those 
emanating from studios. The reso- 
lution says that performers who 
appear on the former type show 
must be paid the AGVA minimum 
($25, the club cate fee). This ban 
has not yet been voted upon by 
the membership, which will con- 
sider the matter at its June con- 
vention. 


es WMGM, w! has experi- 
mented with various kinds of night 
owl shows, currently is present- 
ing Kal Ross from the lounge of 
the Copacabans nightclub from 
midnight to 4, nightly. Mr. Ross, 
who came to New York via Syra- 
cuse and Philadelphia, is using 
the same commentary-interview 
format—discussion of current 
problems, interviews with sports 
and show business names and 
phone debates with the listeners. 
He plays a record now and then 
and several toward the wee hours. 

As this story was written, Mr. 
Ross had four participating spon- 
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biggest man 
in town... 


PRIDE OF WNEW-—This full-page ad in 
newspopers and business papers, claim- 
ing the major portion of late listeners for 
Art Ford, was based on a Pulse survey 
made in May, 1951. | 


sors and room for “several” more 

Latest station to turn to the dis- 
|cussion format is WJZ, which is 
seeking to outdo the competition by | 
bringing more people to the micro- | 
phone at once. Presiding over the 
round table session six days a 
week is George Hamilton Combs, 
news commentator and former U.S. 
congressman. On his night off, 
Norton Mockridge, World-Tele- 
gram & Sun reporter, emcees the 


show, which originates from the 
Sherbrooke restaurant. Within a 
matter of days the station had 
signed four sponsors for the pro- 
gram. 

As in the case of most such night 
spot-station arrangements, the 


Sherbrooke is paying for the pro- 
gram, tut it gets a chance to re- 
coup at least some of the outlay 
by sharing in the proceeds of 
sponsor revenue once sales reach 
a specified point. 


e WJZ is going all out for restau- 
rant tie-ins. From 11 p.m. through- 
out the night, this is one of the 
station’s principal sources of rev- 
enue. Childs’ restaurant carries 
a remote record broadcast from 
| 11 to 12 p.m. “New York Spot- 
| light” from the Sherbrooke is fol- 
| lowed by a three-hour musical ses- 


sion presented by Birdland, or- 
iginating from the studio, not the 
| nightclub. 


Another familiar figure in the 
all-night circuit in this area is 
“Big Joe” Rosenfield, who started 
a new program over WVNJ, New- 
ark, a few weeks ago. He is broad- 
casting from a studio in the New 
Amsterdam Theater (the old Zieg- 
feld Theater). 

Although he has been working 
for one New York station or an- 
other for several years, “Big Joe” 
has not lost one nuance of his 
New Orleans accent. His favorite | 
|expression is “I just want to be 
happy.” He keeps his listeners | 
awake by asking them questions | 
on literature, history, current | 
events, music—or whatever strikes 
his fancy; they are several degrees | 
more difficult than the average | 
| queries made by radio quiz mas- 
| ters. Prizes are sent to the person | 
| who gets through first with the} 
| correct answer. } 


# After a couple of weeks the pro-| 

| oram had picked up four sponsors, | 
including the Ritz Thrift Shop, 
which bought four 15-minute seg-! 
ments six days a week. Three or 
|fuur other advertisers are sched- 
uled to go on the program in June. | 
At the opposite extreme from 
the all-night forum-discussion- 
phone call shows, where a record 
is played only occasionally—and 
then usually to give the emcee a 
chance to catch his breath for the 
next round of talking—are the 
programs where the talk rarely 
breaks in on the music. 

WNEC entered the allnight com- 
| petition in February with this type 
|of fare, leading off with a broad- 

cast featuring music recorded by 
the NBC Symphony under the di- 
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rection of Arturo Toscanini. One 
evening featured a complete ver- 
sion of “La Boheme.” 


® By late March the fan mail was 
coming in at the rate of 500 to 
600 letters a week. One of the 
most outspoken came from Rep. 
Albert P. Morano (R., Conn.), who 
once asked the Federal Communi- 
cations Commission to investigate 
the “situation in which dise jock- 
eys are allowed free rein to discuss 
not only the innocuous subject of 
music but delve into political ha- 
rangues and personal attacks on 
individuals.” He wrote to the com- 
mission after Bernard Yudain, 
managing editor of the Greenwich 
Time, complained to Rep. Morano 
that he had been subjected to per- 
sonal attacks by Barry Gray. 

In his fan letter to WNBC, Rep. 
Morane wrote: 

“Offering this great and im- 
mortal music to the radio public 
is much more inspiring and cul- 
tural a contribution to public serv- 
ice than the rantings of pseudo- 
liberals, make-believe politicians 
and so-called experts on the great 
public issues of the day and the 
sensational and improper publi- 
city buildups of second and third- 
rate performers.” 

For the station, however, the 
midnight to dawn session is more 
than public service since Bulova 
Watch Co. has bought time spots 
throughout the night—78 per night, 
to be exact. 


® Veteran musical offering in the 
New York area is WNEW’s “Milk- 
man’s Matinee,” which has been 
going strong for 16 yeurs. For 
nine of those years, Art Ford, who 
has a fabulous record collection 
of his own and a talent for locat- 
ing off-the-beaten-track singers, 
has been spinning the platters. 
John Dale fills in on Sundays, Mr. 


Ever Get That 
“Tired” Feeling? 


Take a tip from little Bismarck 
—you'll sleep like a baby if 
you've put KFYR to work, sell- 
ing families with the 4th high- 
est buying power in the na- 
tion* . . . in wealthy North 
Dakota. 


*SM 1951 Survey of Buying 
Power. 


BISMARCK, N. DAK. 


5000 WATTS-N.B.C. AFFILIATE 
Rep. by John Blair 
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| 
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COMEDY DUO—Lots of entertainers, like comedian Jon Murray (left), stop by to visit 


WMCA‘s Barry Gray, who broadcasts from Chandler's restaurant in New York. The 
American Guild of Variety Artists’ board recently passed a resolution banning such 
gratis radio performances from night spots by members. 


| 


Ford's day off. Following WNEW’s 
round-the-block format, news is 
broadcast hourly on the half hour. 
The station claims “Milkman’s 
Matinee” attracts by far the larg- 
est after midnight listening audi- 
ence—“larger than all the 14 
other stations combined.” This 
claim is based on a study made by 
Pulse Inc. in May, 1951. 
“Matinee” lists ten sponsors, but 
there are availabilities after 1 a.m. 


® WHOM and WOV, both of 
which specialize in programs de- 
signed to appeal to linguistic and 
racial minority groups, vie for the 
attention of the “cool” music lov- 
ers. The former presents Willie 
Bryant and Ray Carroll in an “Aft- 
er Hours Swing Session” orig- 
inating from the Baby Grand, a 
Harlem night club. Mr. Bryant, a 
former Negro band leader, is “lo- 
cality mayor” of Harlem—a strict- 
ly honorary title acquired in an 
election sponsored by the Amster- 
dam News. 

Messrs. Bryant and Carroll have 
filled the 11 p.m. to 2 a.m. spot on 
WHOM for four years. They have 
been programming from the Baby 
Grand, which sponsors a half hour 
of the show, for three years. 

The disc jockeys, who take re- 
quests but don’t announce people's 
names, have 14 sponsors. Most 
sponsors slant their commercials 
toward colored buyers. There is 
“room for a few more” advertisers 
toward the end of the program. 
Last week they started a new 
afternoon broadcast. 


For Willie and Ray, WHOM 
claims the lion’s share of the stay- 
up-late Negro listeners, This claim 
is based on a survey made by 
Advertest Research in November, 
1951. 


@ Their principal competitor, 
WOV’s Ralph Cooper, also holds 
forth in an uptown night spot, 
the Palm Cafe. His program is 
aired six days a week. The station 
does not broadcast on Sundays. | 

A former movie actor and emcee, | 
he leans toward bop and is de- 
veloping his own brand of jive 
talk. He has “cool” two-for-one 
sessions (two records in succes- 
sion) and frequently invites his 
listeners to join him in “a wailing 
time.” (This reporter hasn’t been 
able to figure out whether wailing 
means happy or sad or a sad hap- 
piness. ) 

Mr. Cooper has been the sta- 
tion’s early morning attraction for 
more than a year. His program 
averages about six sponsors, some 
of whom buy 15-minute segments, 
others participations. 


@# In recent months WOR’s all- 
night schedule has been in a con- 
stant state of change. Currently the 
station, which in the past tried ev- 
erything for the all-night trick, 
from Barry Gray to a hillbilly disc 
jockey with mail order pitches, is 
on throughout the night only on 
Mondays and Tuesdays. 

On other days of the week WOR 
signs off at 1 a.m., as do WCBS, 
WQXR, WINS ( a former late 


—CALL ON US 
TO HELP YOU 


await your call. 


more for you. 


creat Textile Industry 


2nd Largest in the Country 


We have helped scores of firms to 
find and gain new, profitable business 
from this giant industry. 


New, untapped sales opportunities 


Ask our representative near you— 
he has the facts or will gather 


SELL 


| 


Chicago, 111., 69 W. Wash. St. John Malloy s 
AMERICAS n+ Plat arte Greenville, S. C.-S. C. Nat. Bank Bidg. 4. R. Taylor > 
TEXTILE New York 7, 320 Broadway A. A. Underwood 3 
Boston 10, Mass., 286 Congress St. Main Office * 


hours operator) and WEVD 

Columnist Shirley Eder holds 
open house for celebrities on Tues- 
day from 1 to 5 a.m. over WOR 
This weekly show is sponsored by 
American Shops of Newark. On 
Monday night Jack O'Reilly plays 
records. 


s From the audience point of view, 
the after hours programming situ- 
ation shapes up like this. Stay-up- 
late dialers are getting more care- 
ful consideration than ever before 
as more stations battle it out for 
their attention. 


At the station level, there is a 


| healthy search for novel techniques 


and fresh ideas—as well as much 
copying for successful formats. 


| Relative freedom from the clock 


and willingness to tackle subjects 
which most national radio shows 


| wouldn't touch, give many of the 


forum discussion programs a wel- 


|come spontaneity. 


And as a happy ending to the 
story: Those shows that do suc- 
ceed in catching the public fancy | 
seem to have no trouble getting ad- 
vertiser support despite the late- 
ness of the hour. 


‘Most Colleges to | 


Boost Ad Budgets, 
CCNY Study Shows | 
| 


New York, April 22—This year, | 
52% of all colleges and universities 
which advertise plan to increase | 
their budgets, according to a recent} 
survey made by the College of the 
City of New York. About 50% had 
increased their 1951 budgets over 
last year also, the survey indicated. 
However, 40% had made no budg- 
et changes and five reported a de-| 
creased budget. 

The survey showed that these} 
institutions used 70% of their) 
newspaper advertising budget 
(which averaged $4,500 annually) 
to publicize evening, extension and 
adult education courses. The rest 
went for recruiting fulltime stu- 
dents and for advertising sports 
events and other campus activities. 

Eighty-one institutions through- 
out the country were canvassed for 
the survey, which was conducted 
by Lester M. Nichols, director of 
publicity for CCNY. 


Bailey Is Starlac Ad Head 
Raymond T. Bailey, product ad- 
vertising and sales promotion man- 
ager in the special products divi- 
sion of Borden Co., New York, has 
been appointed advertising man- 
ager of the Starlac division. He 
succeeds Jack Grimm. George W. 
Schmersal will succeed Frank 
Knapp as assistant to the product 
manager. Mr. Bailey joined Bor- 
den’s in 1949 as assistant adver-| 
tising manager of the special prod- 
ucts division. Before that he was 
with Thermoid Co., Trenton, where 
he had been publications director. | 


Two Promoted by 3Ms 

Alan H. Redpath, merchandising | 
|manager of cellophane tapes and| 
ribbons for Minnesota Mining &| 
| Mfg. Co., St. Paul, has been pro-| 
}moted to merchandising manager 
| of tape products, a new position. 
IR. S. Frommer, who has been re- 
sponsible for organizing and man- 
aging the tape inventory control 
department, has been advanced to 
manager of the tape group's central 
sales inventory and _ production 
| planning department. Mr. Redpath 
has been with 3Ms for 21 years 


| and Mr. Frommer since 1937. 


Schnitzer Inc. Adds Account 

Bernard B. Schnitzer Inc., San 
Francisco, has been appointed to 
direct advertising for Jensen & 
Son, San Francisco manufacturer 
of upholstered furniture. Trade 
publications and consumer maga- 
zines will be used. 


Heiderich Named Copy Chief 

J. R. Heiderich, formerly direc- 
tor of public relations for Ray C. 
Jenkins Advertising, Minneapolis, 
has been appointed copy chief of 
Van der Boom-Hunt-McNaughton 
Inc., Los Angeles. 


WQXR 
holds 
leadership 
at top 
evening 
hours 


WQXR’s Pulse ratings are either first or 
second among the 17 New York area non- 


network stations for every quarter hour 
period all the way from 6 PM to midnight.” 
These ratings bear out the statement we've 
been making for quite some time that “there 
is no substitute for the good music of 


WOXR.” 


And there’s no substitute for WQXR if you 
really want to pile up sales in the New York 
area. 


WOXR..... 


The Radio Station of The New York Times 


*souRCE: Pulse ratings, March, 1952, Monday 
through Friday, 6 PM to midnight. 
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Four “A” New York advertis- 
ing agency is looking for a top- 
notch research man to head up 
the department. The man we are 
weking has had wide experience 
in all phases of consumer, trade 


‘product and psychological re- 


search. He should also have ex- 
pert knowledge of all copy test- 
ing techniques. He should be a 
good executive, be able to work 
under pressure when necessary, 
know how to interpret his find- 
ings graphically, write his own 
reports and present them to the 
The man we are seeking 
com- 


chent 
may be on the young side, 


ing up, and is now looking for 


WAVTED: 


RESEARCH DIRECTOR 


the Big Opportunity. Or perhaps 
he is now the research director 
of an agency, a publication or 
an advertiser seeking a wider 
scope for his experience and tal- 
This agency bills over 10 
dollars and has a fine 


ents 
million 
list of clients. Working condi- 
tions are the best. The remuner- 
ation will be right for the right 
man. Our organization 
knows of this ad and you can 
write to us in complete confi- 
dence. Please send full details, 
and a picture, if available, with 
your letter. Box 134, Advertising 
Age, 801 Second Ave., New York 
17, New York 


own 


Information for Advertisers 


Rates 


THE ADVERTISING MARKET PLACE 


90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


SALES MANAGER for well known Dis- 
play and Exhibits Manufacturer in New 
York City. Excellent proposition for man 


with years of sales experience in the dis- 
play field—with good following, capable 
of directing sales work of 2 or 3 sales- 
men. Write 

Box 5061, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


| Starting, 
| seeking job-opportunity outside 
| centers write in detail 


SPACE SALESMAN seeking expression of 
creative ability. Leading designer of trade 
show exhibits wants salesman age 26-29. 


Send all details and photo 
Box 5060, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


ADVERTISING ASSISTANT: Direct Mail 
promotion experience. Good opportunity 
in medium sized Mfg aes $4800 
SHAY AGEN 

30 W. Washington - C Siem 2. Il 
Small 8S. W. 4A agency opening for young 
account-service man to 
rough layouts, good copy all media, con- 
tact, some radio, some production. Self- 
versatile, hard-working ad man 
large ad 
to Dan White & 
Associates, El Paso National Bank Bldg., 
El Paso, Texas 


assist A.E.'s—plans, 


I MADE A MISTAKE IN 1949 
After 20 years with 3 employers accepted 
tempting job with concealed pitfalls. 21 
years all-around agency experience, 1 
as account executive 3 leading agencies 
Have served 3 of country’s largest food 
advertisers, non-food clients also. Now 
sales and advertising manager best-selling 
grocery brand. Write, and draw from 
writers, vivid, fresh, human copy. Long, 
close field sales contacts. Broad experience 
with: sales managers, market analysis, 
new products, promotions, research, etc 
Top rating recent physical exam. Look 
45, work like 35, am 52. Unusual buy for 
agency or advertiser looking for excep- 
tional experience plus maturity 

Box 5058, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
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HAVE YOU 
BEEN SUCCESSFUL? 
Midwest publisher 
opening for general manager on 


has unusual 


one of his magazines. The man 
we want is probably presently 
employed and is making good 
money. This opening means being 
business manager as well as crea- 
tive and inspirational leader for 
this magazine. It is in heavy in- 
dustry and only a man with a suc- 
cessful background will be con- 
sidered. All replies will be confi- 
dential. 
Box No. 129 Advertising Age 

200 E. Illinois St., Chicago 11, Ill. 


ATTENTION 
MANAGER SALES MERCHANDISING 
Sales Promotion and Merchandising Man 
available. Age 40. 18 Yrs. automotive exp. 
all phases handle factory and field opera- 
tions willing to travel or relocate. Addi- 
tional information and references on re- 
quest currently employed in mid-west 
Box 5055, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING — PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 


No. 4330. Sales Target in Okla- 
homa 
“Target for $3 Millions Every 


Wther Friday” is the title of a new 

rochure offered by Oklahoma 
endl Co., telling of the im- 
Pact of the payroll of the Tinker 
Air Force Base on Oklahoma City's 
@conomy. General economic in- 
formation and brief media data 
Found out the picture 


No. 4331 
Report 
Implementes y Tractores offers 
monthly “Export Report,” con- 


Monthly South American 


ining monthly statistics on ex- 
wts of tractors and other farm 
@uipment to Latin America. Also 


vers credits and collections from 


these countries. Data cover the 
latest month, the previous month, 
ago 


d the same month a year 
3: related against an average 
Month for 1947 to show trends 
Mo. 4334. Stock Illustration Cata- 
: logs 

A. A. Archbold, 
fers his new “Catalog No. 102 of 
Approved Advertising Aids,” list- 
Me and describing books contain- 
ing reproduction proofs of stock 
headings illustrations, borders, 
panels, holiday art, promotional 
art, symbols, insignia, type fonts, 
ete 


Publisher, of- 


No. 4337 Tex- 

arkana 

In “Facts for 
Growing Market,” 
and its affiliates provide a data 
folder giving the latest economic 
and listening information for the 
Texarkana-Hot Springs-Camden 
market. Coverage maps make 
for ready understanding 


Latest Data from 
You About a Rich 


Station KCMC 


in Ohio 
data 
Station 
contains 
area data; the 
ten-year-increase; 


No. 4339. Selling North 
A continually-replenished 
file folder is offered by 
WGAR. Presently, it 

sheets on coverage 
rural picture; 


economic high spots regarding 
farms; comparative time sales; the 
station’s statement of principles, 
and much more. 

No. 4335. Easy-to-Apply Instruc- 
tion Plates. 

If your problem has to do with 
getting trademarks or instruction 
plates to stick to machinery, etc., 
get the new folder, “Put It On, 
Keep It Up—With Metal-Cals,” 
offered by the C & H Supply Co. 
Metal-Cals are aluminum foil, 
anodized and dyed, quickly ap- 
plicable to any smooth, cohesive 
surfaces such as metal, glass, por- 
celain, wood, paint or enamel. 

No. 4336. Tell World About 

Your Plant 

In a brochure, “Factory Identifi- 
cation,”’ Federal Enterprises shows 
and describes various spectaculars 
which they have erected on factory 
buildings in all parts of the coun- 
try. Since many plants are very 
large, the advertising opportunities 
for name-identification are un- 
usual. Traffic analysis, leading to 
the possibility of signs apart from 
the building itself, is part of the 
service described. 


the 


No. 4333. Data for Bloomington, 


The Bloomington Daily Panta- 
graph presents a new market data 
folder showing the relative posi- 
tion of Bloomington against other 
Illinois communities in terms of 
effective buying income, general 
merchandise sales, drug sales, food 
sales, etc 


No. 4338. Data for Mail Order Ad- 
vertisers. 

“Six Reasons Why” is a new bro- 
chure offered by Science and Me- 
chanics, dealing with newsstand 
sales, newsstand vs. total circula- 
tion, bonus over circulation guar- 
antee, cost per page per M, read- 
ers per dollar, etc. Of interest pri- 
marily to mail order advertisers. 


Note: Inquiries for the items listed above will net be serviced beyond June 9. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., 
i 200 B. Illinois St., Chicago 11, Ml. 


! Please send me the following (insert number of each item wanted 
) 


ADVErTTstnc Act 


—sease print or type 
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IF, TO YOU, MR. ACCOUNT EXEC 
oppertunity means a personal challenge, 
and challenge means commensurate re- 
muneration, and remuneration means re- 
ward for performance, and performance 
means proof of outstanding personal abili- 
ty, and your personal abilities include 
ingenious and creative salesmanship, 
THEN The OPPORTUNITY you seek is 
here! Your age, experience, and history 
are of only passing importance it's 
your potential we are buying. Send full 
details to “midwest potential,” 

Box 5047, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
have attractive positions for 


We men 


and women in Advertising and Publishing 
MYRTLE BARNARD - 


CARMEN TAYLOR 
176 West Adams Ce 6-3178 - Chicago 


chance 
previous agency 
sume, 
salary 


AN EXCEPTIONAL COPYWRITING 
OPPORTLUNIT 

now open at the Chicago office of one of 
the largest national agencies. A_ fine 
for a young ‘about 30) man with 
experience. Send brief re- 
including accounts worked on and 
requirements 

Box 5046, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


Intelligent, 
into 
auto 


Exp 


forms, etc 
Bo 


“ADVERTISING ASSISTANT" 
versatile young man to work 
adv. mgr. position of large Chgo 
& truck parts firm. Layout, copy 
helpful. Will learn all phases of 
prod., sales prom.. publi. rel., purch 
Let's see what you're worth.” 

x 5052, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


Ad 


209 S. State St 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
Ha 7-2063 Chicago 


“What de you know about selling on the 
Home Party Plan? A regional salesman- 


agership is available if you have the nat- 


ural qualities and experience to earn up 
to $50,000.00 per year. We believe that the 
advertising field has such a man. If so, 
please write EARL TUPPER, President, 
TUPPER CORPORATION, Farnumsville 
Massachusetts.’ 


COPY MAN WANTED 
Opening for experienced agency copy man 
wno is well-grounded in advertising and 
merchandising probler Write full details 


COPY WRITER: Versatile, practical, 
straight thinker. 8 yrs. exp. planning, 
writing ads, — prom. mat’! for 4A agcy 
& mfrs. 3, 


Box 3053" "ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
ACCOUNT EXECUTIVE 
RADIO-TV DIRECTOR 

Desires challenging assignment with ag- 
gressive agency; 18 yrs. experience. Out- 
standing achievement in all phases agency 
operation, 
vision 
Box 5052, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
CAN YOU USE WOMAN WRITER 
whose information, judgement, flexibility, 
whose way with words you could depend 
upon? See if you don't think I fill that 
bill Background includes ad copy and 
radio writing, newspaper work, publicity 
‘Not bad-looking) Asking $7500. 
Box 5051, ADVERTISING AGE, 
200 E. Hlinois St., Chicago 11, Il. 


new business, radio and tele- 


A PEG 


is a newsworthy angle for your 
ad or p.r. story. If you need an ad 
or p.r. man (writing & contacts) 
to step up your ad or p.r. pickup 
I've had 5 years’ experience with 
newsPEGS, on both giving and 
receiving ends. And I can fit a 
notch requiring a shirtsleeve Eng- 
lish writer on current affairs and 
economic trend interpretation 
Specialty is translating facts 
from academic to lunchpail and 
paycheck level. 
Box 128. Advertising Age 

801 Second Ave., New York, N. Y. 


SUCCESSFUL TOP-FLIGHT 
ACCOUNT EXECUTIVE 


10 years’ experience with two aggressive 
4-A agencies handling major consumer 
durables accounts. Prolific idea producer 
Strong on basic strategy, creative mer- 
chandisin sales development Knows 


Ready to Move 

Agency and manufacturing experience; 
consumer and technical copy, contact, 
ideas. Now with large company on impor- 
tant line but prefer different location 
Would consider modest investment in 
small, alert, reliable agency or business 
Not interested in liquor, tobacco or patent 
medicine accounts 

Box 5050, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


BULLETINS AND SALES LETTERS 
20 years sales promotion experience. Can 
handle limited number after hour assign- 
ments. 

Box 5049, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
HARDWARE MFGR's ADV. MGR. 
22 yrs. experience; 9 yrs. catalog work 
Strong direct mail, printing production 
background. Promotions that will move 
overstocks. Locate anywhere. Age 46. 
Box 5048, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
TO THE AGENCY* PRESIDENT 
WHO CAN'T DRIVE A TRACTOR 
but whose clients’ customers do! Have 
you been overlooking ‘or over-shooting) 
the tractor-driving farmer who buys 43% 
more packaged foods than his city cousin? 
Why not hire a man who knows the farm 
market—who combines creative imagina- 
tion and sales sense with this information 
Presently covering adv-prom waterfront 
for large mid-west milling company. He's 
young, versatile, and  college-trained 


how to win and hold the enthusiastic 
cooperation of associates. Client-pleasing 
confidence-inspiring personality. Seek re- 
sponsible job with New York agency 
that's really going places. Excellent ref- 
erences. Logical reason for desiring to 
leave present position 

Box 135, 
801 Second Ave 


Advertising Age 


New York 17, N. Y 


PERFECT HOME FOR NY AD. EXEC. 


Small estate, Westchester County, 
Chappaqua area. Perfect setting 
for gracious entertaining, 2 land- 
scaped acres, vegetables, berries, 
fruit trees. White colonial, center 
hall, large liv., din., glassed & 
screened sun porch, dishwasher, 
new Estate Gridall stove. 3 mas- 
ter bdrms., 2 baths, sun deck— 
2nd fi. Maids room, bath—3rd fl. 
2 car garage, tool house. Oil. 
$47,000. In NYC phone MU 4-7007. 
Box 137, ADVERTISING AGE 
801 Second Ave., N. Y. 17, N. Y. 


Houck and Company, Inc Judge his value for yourself. Write in con- 
Roanoke, rginia fidence to: (* or corporation) 
SALES MAN WANTED Box 5046, ADVERTISING AGE, 
TRADE PAPER SALESMAN wanted for 200 E. Illinois St., Chicago 11, Ill 
Eastern area with hesdquarters in our aa ; ' 
New York office; exc!\isive basis, salary - - masat ELLANEOL 8 
and commission. Should have had at least PUBLICATION WANTED medium size 
years trade paper ling experience, publishing firm interested in adding one 
preferably with publication devoted to OF two publications in either trade or 
merchandising. Age under 40. Must have Consumer field. Must be national and cur- 
good appearance, willi ess to work and rently operating profitably. Send sample 
able to make impressive presentation. Ex- Copy and asking price | 
cellent opportunity for right man Box 5057, ADVERTISING AGE, 
Box 5054, ADVEITISING AGE 801 Second Ave., New York 17, N. Y 
200 E. Illinois St., Chicago 11, Ill OFFSET CUTOUTS. Promotional! heading, 
POSITIONS WANTED pene gee =. p rcp —— 
- ~ 4 ro a a — aneis, holiday art, type fonts, decoration, 
5 CASH IN ON 8 YR crete ogg 3 for offset reproduction. Most complete 
Copy. roughs and prod iction for 3 } “he service in U. S. Free descriptive booklet 
At 29 seek chance in \-! firm. $325 Mo. a. a. Archbold, Publisher, 1209 B S. Lake 
Box 5059, ADVERTISING AGE, St. Los Angeles 6, Calif 
200 E. Illinois St., cago 11, Ill - - 
SPACE SALESMAN. gressive for new 
business. College gr ite. Known in MEDIA AND RESEARCH DIRECTOR 
Chicago area 
x 4346, ADVERTISING AGE, Now with medium-sized agency. Excel- 
200 E. Illinois St. Chicago 11, Ill lent trade and consumer background 
Market Research Anal: st, extremely ver- Age 38. Send for resume 
satile on psychologic studies of con- 
sumer opinion, trends, buying habits; has Box 132, ADVERTISING AGE 
force to carry out interviewing; available 200 E. Illinois Street 
as consultant or for specific job. Chic: u.m 
Box 5040, ADVERTISING AGE, scago 21, Sinots 
200 E. Ulinois St., icago 11, Ill 


,to turn it 


PAPIER MACHE, HARD RUBBER, PLASTIC 


or miniature size. 


oy S 


Od King Cole Displays . 


PROI ucT DEMONSTRATORS, 
TRADEMARKS, 
PLACQUES, SIGNS, DISPLAYS, 
in ful! sculpture or relief; giant, actual 
We also make a 
complete line of artificial foods in hard 
rubber. Your inquiry is invited. 


SYMBOLS, 


CANTON, 


AGENCY Wants Best 
Industrial Copywriter 


Finest money-making opportunity in 
Chicago for an engineering-minded copy- 
writer and contact man Prefer young 
man under 40 with engineering-advertis- 
ing experience who can do his own basic 
thinking, planning and writing. Interest- 
diversified writing on wide range of 
stria! offerings. Unlimited op- 
get ahead. This is an old 
young men with ideas—if you 
can match our requirements, you have a 
lifetime connection that will pay off hand- 
Write in detail to Mr. J. Morse 
Dearborn St.. Chicago 5, or 
2-8056 for appointment 


ing 


407 So 
phone WA 


AGENCY COPYWRITER WANTED 


|If you have good agency experience. 


a sparkling style, a real pro’s ability 
out—there may be a fine 
opportunity for you here. One of Chi- 
cago’s smaller agencies, we have big- 
agency accounts—and standards. Please 
write fully. (Our staff knows of this 
ad.) 

Box 130, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, III. 


TO A TRADE PUBLISHER 


—who is not satisfied with his ad- 

vertising revenue from the New 

York territory, we offer hard-hitting. 

experienced representation. Publica- 

tion must justify a space rate of 
or more per page 

DARWIN J see ‘5 4 he 
2 West 45th St., ¥. ¢. 
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Many Mechanical Developments for 
Newspapers Told at ANPA Meeting 


New York, April 23—Highlights 
of the detailed report of American 
Newspaper Publishers Assn.’s me- 
chanical research department, pre- 
sented today at the association's 
annual convention by C. M. Flint, 
research director, include the fol- 


lowing 
1. A web tension control system 
has been developed for rotary 


ANPA Meeting 


This is reported to meet 
all tests at a maximum operating 
speed of 40,000 newspapers per 
hour. 

2. About 300 newspapers are now 
using the plastic stereotype mold- 
ing blanket introduced by ANPA 
in 1950. This blanket makes it 
possible to reduce width of the 
printed page without loss of re- 
production quality and, thereby, 
reduce web widths and save news- 
print 


presses 


s 3.A paper roll thickness indicator 
which will automatically measure 
the diameter of a roll of paper and 
tell the pressman when it is time 
to change the paper roll has been 
perfected. 

4. A new slug gage with dial in- 
dicator so each reading is taken 
at the same loading and so that 
the height of each character in the 
line can be read individually is 
now ready. 

5. An engraver’s loupe has been 
developed which will measure the 
diameter of the top of a highlight 
dot as well as the depth of etch 
achieved. 

6. Tests have demonstrated that 
newsprint can be waterproofed by 
treating it with silicone and silane 
products. In the presence of a 
silane atmosphere, the surface 
moisture of newsprint combines 
with the silane and a microscopic 
film is deposited on the paper. 
This film has no ill effect on the 
newsprint other than to reject 
droplets of water which may come 
in contact with the treated news- 
print. 


8 The problem in this connection, 
Mr. Flint said, “is to induce some 
manufacturer to make equipment 
available which can be purchased 
by publishers for the waterproof- 
ing process. Such a process,” he 
pointed out, “may make practica- 
ble the use of steam set inks on 
newsprint.” 

Mr. Flint’s report was illustrated 
by a motion picture in color and 


sound, which demonstrated details 
of the various processes and equip- 
ment discussed. * 

Programs under way in the lab- 
oratory include the following: de- 
velopment of an automatic router; 
study of the possibility of eliminat- 
ing the packing of stereotyping 
mats; study of ways to determine 
the smoothness of newsprint under 
printing pressures and of the per- 
centage of ink transferred from a 
plate to the printed page; a study 
of high speed etching to make pos- 
sible direct plate printing. 


@ In the field of cooperative re- 
search, manufacturers and sup- 
pliers are continuing to work with | 
ANPA. 

Examples cited: 

Cutler-Hammer is proceeding on 
an active basis with the mailroom | 
mechanization program. 

Dexter Folder Co. has turned | 
over operation of its model auto-' 
matic stuffing machine to the 
Baltimore News Post for operation | 
and evaluation. 

T. W. & C. B. Sheridan Co. is 
developing a stuffing machine for 
use in smaller newspaper plants. 

Dow Chemical Co. is conducting | 
experiments in high speed etching. 

Interchemical Corp. has been} 
working with the ANPA labora- 
tory in development of the new) 
web tension control system. Tests 
indicate that, with the new system, 
out-of-round rolls and distorted | 
rolls, which would normally have 
to be discarded, or rewound, can 
now be run at normal press speeds | 
by use of the web tension control | 
system. | 

i 
Schick Elects Gittord 

Chester G. Gifford, executive 
v.p. of Schick Inc., Stamford, 
Conn., manufacturer of Schick 
electrical shavers, has been elected 
president. Kenneth C. Gifford, for- 
mer president, continues as chair- 
man of the board of directors. 


Appoints Morton Freund 

Peerless Robes & Sportswear, 
New York, has appointed Morton 
Freund Advertising, New York, to 
handle national advertising and 
promotion for men’s shirts and 
robes made of Swiss-woven Lanel- 
a. 


Stone Appointed Chairman 
Loren Stone, KBRO, Bremerton, 
Wash., has been named chairman 
of the Washington State Advertis- 
ing Commission, which handles 
tourist advertising for the state. 


ASSISTANT 
ADVERTISING MANAGER 


National Industrial Equipment Manufac- 
turer, Chicago, offers exceptional oppor 
tunity for young man with experience in 
basic phases of ad department operation 

able to handle all production details 
in connection with preparation of sales- 
men’s material, house organ, direct mail 
etc. Applicant must have some publicity 
background. Write full details first letter 
Replies confidential. Box 133, Advertising 
Age, 200 East Illinois St., Chicago 11, Ml 


ARE YOU GETTING YOUR SHARE 
OF FREE PUBLICITY? 

The 1952 Edition of the Publicity Direc- 

tory is Now Ready! 

LISTS OVER 2,000 MAGAZINES 
WITH FREE EDITORIAL POLICIES— 
CIRCULATION—200,000,000 
Published in Three Sections—Consumer, 
Farm & Business-Trade. A Gold-Mine for 
Ad Agencies, Advertisers, Public Relations 

Firms, etc 
FREE 5-DAY EXAMINATION! 


PUBLICITY ADVERTISING 
1501AC Trails End, Kalamazoo, Mich 


To an experienced agency Account 
Executive with an eye to the future 


f you're skilled at selling accounts and keeping them sold . . . 


at 


managing people and ideas inside the agency and at the client's . . , 
if you're old enough (30 to 40) to have been Number 1 or Number 2 
man on 6 figure accounts, but young enough to grow in stature .. . 
if you're looking for the last, the one, the satisfying job, we'd like to 
talk with you. We'd tell you about our established (23 years), but still 
growing status in the East, have you talk with our staff (40 people), and 
see if you're our kind of man and we're your kind of agency. Please do 
not phone or call, but write telling us about your background, financial 
requirements, special skills, availability for interview. 


Henry J. KAUFMAN & ASSOCIATES 
1419 H Street, N. W., Washington, D. C. 


if it's 


RICHFIELD 


FIRST FOR RICHFIELD—For the first time in its history, Richfield Oil Corp., Los 

Angeles, will use spectaculars like this, illuminated by zeon, on a rotating sched- 

ule in Seattle, Portland, Oakland and Los Angeles. Hixson & Jorgensen, Los An- 
geles, is the agency for the California company. 


Kaiser-Frazer Lowers 
Prices on Henry J; 
Sears May Follow 


Detroit, April 22—-The automo- 
bile price spiral was thrown into 


| reverse yesterday by Kaiser-Fraz- 


er Corp. It lowered the list price 
on its Henry J models from $100 
to $168. 

In announcing the cut, Edgar F. 
Kaiser, president of K-F, said the 
action puts the Henry J some $350 
below the average of the volume 
cars in the low-price field 

Mr. Kaiser said that, from a 
manufacturer's viewpoint, the 
company would have been justified 
in increasing the prices under the 
Capehart formula rather than re- 
ducing them 

“However,” he said, “in main- 
taining and improving its competi- 
tive position, Kaiser-Frazer has a 
policy of providing quality, low-| 
cost transportation at prices and} 
terms people can afford to pay.” 

| 
® Mr. Kaiser would not comment | 
on prevailing reports that a num- 
ber of new car models are more 
and more difficult to sell. | 

The new factory delivered prices 
on the Henry J Corsair and Henry | 
J Corsair DeLuxe models were! 
lowered $168 and $160, respective- 
ly. Reductions of $100 in the Henry | 
J Vagabond were also announced. 

It is expected that Sears, Roe-| 
buck & Co. will reduce prices on| 
its Allstate autos, which K-F 
makes. 


Bennett to Succeed Meyer 

as Cellucotton’s Ad Chiet 
Lawrence E. Meyer, advertising 

manager of International Cellu- 

cotton Products Co., Chicago, 


of May. He will be succeeded by 
Richard M. Ben- 
nett, formerly 
general sales 
manager. 

Mr. Meyer 
started with Cel- 
lucotton in 1920 
and since 1942 
has been a mem- 
ber of the board 
of directors. He 
helped launch 
Kotex and Kleen- 
ex. He and Mrs. 
Meyer plan a 


a 


R. M. Bennett 


in central 
Florida. Mr. Bennett was assistant 


home 


general sales manager with the 
company before being named head 
of the sales department two years 
ago. He formerly worked with Pep- 
sodent and Good Housekeeping. 


Zenith Promotes Schneider 


Richard J. Schneider, district 
manager of Zenith Radio Corp 


Williams Joins Samson Co. 

Helen L. Williams, formerly a 
copywriter for Earle Ludgin & Co., 
Chicago, and LeVally Inc., Chicago, 
has joined the copy staff of M. L. 
Samson Co., Chicago, 


Offers UHF Tuner Strip 

Admiral Corp., Chicago, is giving 
free to any of its present 2,000,000 
television set owners and to future 
purchasers a tuning strip which 
will make available telecasts of 
newly authorized UHF stations 
All that is necessary is to remove 
one of the unused VHF tuning 
strips in the set's turret tuner and 
insert the UHF strip. No outside 
converter is required 


Roberts Joins Reach 

Fred Roberts, formerly with 
Biow Co., New York, has joined 
Charles Dallas Reach Co., New 
York, as traffic-production mana- 
ger. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph, mimeograph, addressing or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced personnel, yo. 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 
(Now in our 23rd successful year.) 


YOU MIGHT RUN THE 220 YD. 
HURDLES IN 22.3 SECONDS*— 


ate 
YOU NEED 
THE FETZER 
STATIONS 
TO WIN IN 


WESTERN MICHIGAN! 


WKZO-WJEF in radio, WKZO-TY in television—that’s the 
record-breaking Fetzer line-up for Western Michigan adver 


tising. Here’s why: 


WKZO-WJEF RADIO 


WKZO, Kalamazoo, and WJEF, Grand Rapids, give closest 
“home-town”™ coverage of urban and rural Western Michigan. 
since 1924, will retire at the end| Each is consistently the listenership leader in its home city 
—and the 1949 BMB Report credits WKZO-WJEF with a 
46.79 increase over 1946 in their unduplicated daytime 
rural audienve—a 52.9% nighttime increase. Yet WKZO- 
WJEF cost 20% less than the next-best two-station choice in 


| Kalamazoo and Grand Rapids! 


WKZO-TV 


| WKZO-TV is the Official Basic CBS Television Outlet for 


Kalamazoo-Grand Rapids. Its brilliant Channel-3 picture also 


| provides intensive primary service to Battle Creek and dozens 


of smaller towns—effectively serves a 28-county market with 
a Net Effective Buying Income of more than 2 billion dollars. 
An April, 1952 Videodex Diary Study by Jay & Graham 
Research Corporation proves that WKZO-TV delivers 91.9%, 
more television homes than Western Michigan's other TV 


Station! 


What other facts would you like? Your Avery-Knodel man 


has them. 


of * Harrison Dillard ran the 220 yard hurdles in 22.3 seconds 


California, a wholly owned distrib-| at Salt Lake City on June 21, 1947. 


utor subsidiary in Los Angeles for 
Zenith Radio Corp.’s hearing aid 
division, has been promoted to 
hearing aid sales manager of Zen- 
ith Radio Corp. of New York. 


Leon Bush Co. to Pilgrim 

Leon Bush Co., Chicago maker 
of wedding cake ornaments and 
other plastic specialties, has ap- 
pointed Pilgrim Advertising, Chi- 
cago, to direct its advertising. 


WKZ0O-TV 


top4 ™ WESTERN MICHIGAN tore KALAMAZOO. 


WKZO 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


ing a 
important 
ingly 
port 
drum, 
ager 
Meldrum 
said here 
He 
sissippi Valley 
ference at 
subject, 
out of export 
“We 


Statec 


should be written originally in the 
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Write Export Ad Copy in English 


of discussing the copy with 
the person who is to do the trans- 
lating. It enables us to rewrite any 
idioms or any ideas that are not 
easily translatable. These crop up 
in any written material—in differ- 
ent places with different languages 
but it’s certainly no feat of magic 
them 
I say there is no magic 
good English copy and 
with the person who 
I don’t mean that it 
having the copy 
written originally in a _ foreign 
language. It means a minimum oft 
twice as much work. But we be- 
lieve that it is the only way an 
advertiser can really know and 
control what he says to people in 
other countries. It’s not an easier 
way, simply a surer way.” 


ness 


to change 
“When 
in writing 
working 
translates it, 


is easier than 


8 He told of his agency’s procedure 
with one of its clients, Republic 
Steel Corp. 

“They have their own employes | 
make translations of our copy,”| 
Mr. Meldrum said. “The Portuguese | 
is written by an engineer who 
worked many years for Republic 
in Brazil, and the Spanish is done 
by a well-educated Latin American 
who travels Republic’s Spanish- 
speaking market. 

“But usually we're asked to get 
the translations, and we're quick 
to admit to clients that we don't 
know of any magic wand that will 
produce infallible results. As a 
result, either we or our clients have 
the translations checked by people 
in various countries whom we be- 


lieve to be conversant both in 
English and the required foreign 
tongue.” 


He said that, as an example, his 
firm is doing translations in six 


languages of a booklet for one 
of its clients, the Pennsylvania 
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“But before the booklets are 
actually printed, each translation 
will be checked by at least three 
different people in the country 
where it will be distributed,” he 
said. 

An additional aim in the agency's 
export advertising, Mr. Meldrum 
said, is to tell readers who and 
where the client’s distributor is in 
their country. 

He said the same sound practices 
with regard to “understanding the 
market” and the question of “long 
or short copy” applies in export 
advertising as in this country. 


@ Sharing the speaking program 
with Mr. Meldrum on the confer- 
ence’s advertising and merchandis- 
ing session was Michael W. 
O’Brien, advertising manager of 
the Regal Brewery in New Orleans 

He agreed with Mr. Meldrum 
that the fundamentals of advertis- 
ing are the same abroad as they 
are in the U. S., pointing out that 
“markets in any language are 
people.” 

Mr. O’Brien was conversant on 
advertising problems in the Phil- 
ippines, having been there from 
1941 to 1946 as general sales and 


advertising manager of the San 
Miguel brewery interests, which 
included the bottling and distri- 
bution of Coca-Cola and other 
drinks. 

He then resigned and formed 
Advertising Asso iates Inc., there, 
| which took on Philippine Air 
| Lines, Liggett & Myers Tobacco 
Co., Philip Morris Tobacco Co., 
the Ford, Chev-olet, Oldsmobile 
and Packard Motor companies 
and several dist: \\ecries 

“Advertising in the Philippines 
presents as many problems as 


there are dialects and languages,” 


he said. “Just plain lack of knowl- 
edge, climate ani physical char- 
acteristics of the people of a 
country has been cause for em- 
barrassment to many a United 


States advertiser.” 


@ As examples, he mentioned ads 
featuring a blizzard scene and 
drumming for a cold remedy (the 
Philippines is tropical); a best- 
selling razor company’s extensive 
campaign in a country where the 
men do not have beards and shave 
seldom, etc, 


Sharing a discussion panel after 
the talks by Mr. Meldrum and 
O’Brien were Larry Guerin, man- 
ager of the Lykes Brothers Steam- 
ship Co.’s public relations and 
advertising department and presi- 
dent of the New Orleans Adver- 
tising Club; H. J. Lavin, New | 
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Audit Bureau Okays 
New Seattle Zones 


SeaTTLe, April 22—The Audit 
Bureau of Circulations has ap- 
proved a revision of Seattle’s city 
and retail trading zones. 

Effective April 1, the city’s ABC 
city zone population was listed as 
675,699 and the retail trading zone 
as 310,567. The total population 
figure for Seattle is 986,266. 

This is the first revision in the 
city’s listing since 1929, and re- 
flects a large population growth 
which has taken place during the 
last 15 years. 

Studies approved by the ABC 
were made by the Seattle Times 
and the Post-Intelligencer. 


Kool-Aid Starts Campaign 
Perkins Products Co., Chicago, 
will spark its campaign for Kool- 
Aid this summer with a special 
“buy six and save” sales promo- 
tion. The drive will be backed by 
insertions in 3,000 newspapers, 24- 
sheet outdoor posters in 55 mar- 
kets, and insertions in the Nancy 
Sasser Buy Lines column. In addi- 
tion, ads running from full-page, 
full-color insertions on down will 
run in a total of 55 magazines. This 
includes American Magazine, Col- 
lier’s, Ladies’ Home Journal, Life, 
McCall's and The Saturday Eve- 
ning Post. Mason Warner Co., Chi- 
cago, is the agency for Perkins. 


Pulse Counts Car Radios 

Pulse Inc., New York, reports 
there were 852,400 radio-equipped 
automobiles in New York as of 
January, 1952. This represents a 
gain of 11% during 1951. More 
than 42% of the families in New 
York own cars and four out of 
five of these cars have radios. 
Pulse estimated that there are 1,- 
500,000 radio-equipped cars in the 
New York metropolitan area, 
counting adjacent areas as well as 
| the city proper. 


York, assistant to the publisher of KTTV Promotes Whiting. Vrba 


American Exporter; Rose Bodet, 


New York, advertising manager 
of La Hacienda; R. G. Conner, 
public relations representative, 
Kaiser Aluminum & Chemical 
Corp., and Louis Read, v.p. of 
WDSU here. 


CBS Promotes Oppenheim 

Charles J. Oppenheim, director 
of program promotion for CBS 
Radio, New York, since October, 
1949, has been promoted to ad- 
ministrative manager of advertis- 
ing and sales promotion. 


D. W. Whiting has been pro- 
moted from assistant sales mana- 
ger to sales manager of KTTV, Los 


Angeles. John Vrba, promotion 
manager, has been advanced to 
the new post of national sales 
manager. 


ABC-TV Appoints Curl 

Joseph N. Curl, formerly an ac- 
count executive in the New York 
office of Crosley Broadcasting 
Corp., has been added to the sales 
staff of American Broadcasting 
Co.’s TV spot sales department in 
New York. 
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‘Merchandise Your Products, Biow 
Tells Assembled Tobacco Distributors 


(Continued from Page 1) 
There is no rebuttal. There is no 
opportunity to control the circum- 
stances of the impression. And you 
never know just what happened, 
because it is all locked up in the 
mind of the person who received 
that impression,” he added. 


® Robert M. Ganger, newly elected 
president of P. Lorillard Co., told 
the convention that the industry 
is ready to go ahead with the “grass 
roots” job of selling people on the 
tobacco industry. 

The public, he said, has now 
been made thoroughly aware of the 
cigaret tax situation, thanks to the 
intensive six-week radio and tele- 
vision “education” program that 
ends this week. This program 
“cultivated the soil” for the over- 
all selling job that has to be done, 
he pointed out. 

The tax campaign is part of the 
over-all program that has been 
developed by the NATD and the 
National Tobacco Tax Research 
Council in their fight against fed- 
eral, state and municipal cigaret 
taxes 

On 38 radio and 27 television 
programs every week since March 
15 the tobacco industry has ham- 
mered home its tax message. In 
commercials on these programs it 
stresses the fact that a federal tax 
of 8¢ and state taxes averaging 3¢ 
are levied on each pack sold in 
41 states and the District of Col- | 
umbia 


® Part of the job of further educat- | 
ing the public lies in cutting | 
through some of the false notions | 
regarding cigaret advertising, Mr. | 
Ganger said. 

“It’s no secret that, for a | 
time, a lot of people have thought | 
cigaret companies spend entirely | 
too much on advertising—that it’s 
an economic waste—and if it was 
reduced, the package price would 
go down. 

“That, of course, is a complete 
fallacy...And I believe you'll 
agree that once people recognize 
that half their packs go for tax it 
will be far easier to talk to them. 
It will be easier for them to under- 
stand then why only two-fifths of 
a cent is the industry average that 
goes to advertising ...take it away 
and you wouldn’t reduce the price 
one penny.” 


s As an example of what can hap- 
pen when a cigaret manufacturer 
does cut his ad budget, Mr. Ganger 
cited the case of one leading brand 
that once cut its ad appropriation 
from $10,000,000 down to $2,500,- | 


000. 

“Almost immediately, unit sales | 
declined from 33.3 billion to 23.9) 
billion. That’s an object lesson | 
none of us can ever forget.” 

Joseph Kolodny, managing di- | 
rector of the association, outlined | 
the program that will follow the) 
concentrated radio and TV “con- | 
sumer education” drive. It includes 
the following: 

1. Introduction of congressional 
legislation to reduce the federal 
tax on cigarets. While the newly 
added l¢ excise tax legally ex- 
pires in 1954, the association feels 
that such emergency taxes tend to 
remain permanent 


@ 2. Sponsoring of legislation to 
reduce imposts in every state now 
taxing cigarets. 

3. Making a motion picture high- 
lighting the inequities of tobacco 
taxation. 

4. Telling the public that every 
day in the year cigaret makers ad- 
vance several million dollars in 
cash to obtain tax stamps, thus 
enabling the government to make 
immediate use of these finances. 


JOSEPH B. BERNSTEIN 


| child Publications, died yesterday | 


5. Familiarizing smokers with 
the intricate and complex processes 
entailed in the growing, curing and 
warehousing of leaf tobacco. 

6. Setting up “vigilante commit- 
tees” in every state and munici- 
pality “to guard and counter move- 
ments to add new and more exces- 
sive tobacco taxes.” 


® Federal and state taxing bodies 
weren't the only government agen- 
cies singled out by Mr. Kolodny. 
He also called on the Department | 
of Commerce to furnish greater 
assistance to retail tobacco distrib- 
utors. 

“Production and advertising will 
reach a stalemate unless govern- 
ment, with the cooperation of our 
industry, helps to inspire and en- 
courage improved distribution 
techniques,” he said. 

“The U.S. Department of Com- 
merce should be responsible for 
research and the promulgation of 
knowledge, data and information 
for wider distribution of merchan- 
dise that will continue to pour 
from both available and decently 
built production facilities, so that 
the American standard of living 
may continue to grow unabatedly.” 


® Additional points in Mr. Kolod- 
ny’s program for the tobacco in- 
dustry during the coming year in- 
cluded: 

1. Support of federal fair trade 
legislation now pending. 

2. Solution of difficulties pre- 
sented by confusing and conflicting 
OPS tax markups. 

3. Broadening distributive tech- 
niques to permit greater consumer 
absorption for increasingly greater 
volumes of merchandise. 

In addition to the regular ses- 
sions, numerous workshop forums, 
several round-ups and a two-day 
sales seminar were conducted dur- 
ing the convention. More than 12,- 
000 members of the tobacco, con- 
fectionery and allied industries 
were in attendance, and about 425 
exhibitors put their wares on dis- 
play. These included cigars, ciga- 
rets. tobacco products, smokers’ ac- 
cessories, candy and other confec- 


tionery items, fountain supplies, 
and associated sundry merchan- 
dise. 


And chivalry is not dead among 
tobacco men. For five days, the 
women’s division of NATD was) 
treated to a round of teas, musi- 
cales, sightseeing tours, receptions, | 
banquets, and an “exotic” lunch- 
eon, all through the courtesy of the 
large cigaret manufacturers and 
the association. 


New York, April 25—Joseph B. 
Bernstein, 56, coordinator of copy 
and mechanical facilities for Fair- 


of a heart attack. He joined the 
Fairchild organization in his teens 
as a printer’s apprentice. Later, he 
transferred to its editorial depart- | 
ment, and became city editor of 
Women’s Wear Daily. From 1929 
to 1944, he was associated with 
other departments of Fairchild, 
and last October was appointed 
coordinator for all of the com- 
pany’s publications. 


FRANK BYRNES 

San Francisco, April 23—Frank 
Byrnes, 63, sales executive for Sta- 
tion KCBS since 1942, died sud- 
denly at his home here April 20. 


‘AA’ Got Wrong Phelps Dodge 


Due to an error in teletype trans- 
mission, AA reported that Phelps 
Dodge Refining Corp. would 
shortly name Compton Advertis- 
ing. Phelps Dodge Copper Products 
Co. will go to Compton; the refin- 
ing company remains with Ather- 
ton & Currier 


WINNERS’ SMILES—In the usual order, Spencer Burns, window sign division manager, 
Meyercord Co.; Jeff Grey, president, Colorgraphic Inc., and Leonard Knopf, presi- | 


dent of Meyercord, smile smugly us they look at their Ist-prize-winning entry in 
the decalcomania class of the annual Lithographers National Assn. competition in 


Chicago recently. The winner was prepared 


as a point of sale piece for Eli Lilly & Co. | 


| ecutive 


Companies Should Include Ad Managers in 
Policy-Forming Talks, Noyes Tells Adclub 


Syracuse, April 22—Companies 
put their ad managers at a “sad 
disadvantage” if they don’t include 
them in all policy-forming dis- 
cussions. To do a fully effective 
job, ad managers must know such 
things as company objectives, sales, 
total operating expense, etc. 

This theory was advanced last 
week by Harley H. Noyes, v.p 
and director of advertising for 
Oneida Ltd., Oneida, N. Y. He ad- 
dressed the Syracuse Ad Club dur- 
ing the observance of the 4th an- 
nual Syracuse Advertising Week. 

This year should be a year of 
examination for American busi- 
ness, Mr. Noyes said, and advertis- 
ing and selling activities in partic- 
ular should be given close scrutiny 


a “...By and large, the sales or- 
ganizations...haven't been faced 
with the necessity of some good, 
hard selling for some ten vears, 
until the bubble burst last summer 
I think we are a little soft. And I 
think it’s time we toughened up,” 
he said. 

“[And] I am of the opinion that 
the value of any examination of 
advertising and selling will be in- 
creased immeasurably if the top 
management of the companies in- 
volved have the wisdom and fore- 
sight to include advertising man- 
agement as part of top company 
management.” 


sw At the risk of leaving himself 
wide open “to a dozen agency solic- 
itations tomorrow,” Mr. Noyes also 
called for a reexamination to find 
out if companies evaluate an agen- 
cy’s function properly. Such an 


examination should try to find out 
whether or not agencies are given 
enough time, enough facts about 
the business, and “enough knowl- 
edge of what we are attempting to 
accomplish,” he asserted. 

Mr. Noyes also urged his listen- 
ers to give young people in adver- 
tising a greater opportunity to 
prove themselves than they have 
been given. 

“There may be a lot of young 
people in advertising, but the ones 
I see, by and large, are running 
around with packages under their 
arms or slipping downstairs for a 
3romo Seltzer for the boss. I am as 
impatient with some of them as 
you are...but on the whole I have 
yet to meet a complacent young 
person in the advertising business, 
And complacency is a dangerous 
state of mind. 


@ “I had lunch with a middle-aged 
gentleman the other day who is 
considered one of the top advertis- 
ing executives of the country.: 
When I mentioned something that 
had appeared in ADVERTISING AGE 
he shook his heavy eyebrows at 
me, dusted the cigar ashes off his 
vest and said that, as far as he 
was concerned, he never read ad- 
vertising trade papers. 

“Up to that moment I had a doz- 
en reasons for admiring that gen- 
tleman, but after he had said that 
I couldn’t think of any of them. 

“I suggest that as a hedge 
against complacency we get some 
more young people in this business 
...in places of responsibility. . .and | 
give more leeway and head room| 
for the young people who are al-| 
ready with us,” he urged. 


Halpern Predicts 
TV Installations 
in All Theaters 


Cuicaco, April 23—Theater TV | 
installations will eventually be 
made in every motion picture the- 
ater in the U. S. 

That is what Nathan L. Halpern, | 


| president of Theater Network 


Television, predicted at the Soci-| 
ety of Motion Picture & Television | 


Engineers convention here this) 
week. 
Theater TV has increased its 


seating capacity 600% in the past | 
year alone, he said. In the same 


period, he continued, the number | Publishing Corp., Chicago. He also} 
has resigned as v.p. and director of | 


of cities with theater installation 
has increased 300%, and at present | 
there are more than 75 theaters in| 


37 cities from coast to coast with| 


stalled. 


# Currently, Mr. Halpern told the} 
group, a dozen more theater TV) 
installations are being made, in-| 


cluding houses of United Para- 
mount, Warner Bros. and 
theaters. 


Despite the newness of the medi- 
um, Mr. Halpern reported that 
more than 300 individual theater | 
presentations of large-screen TV 
programs have already been made. 

Declaring that most theaters in 
the country cannot be serviced by 
present telephone company facili- 
ties, he said it is expected that the 
Federal Communications Commis- 
sion will reschedule, as soon as 
possible, the recently postponed 
hearings on applications for thea- 
ter TV frequency channels. 


Morris Leaves ‘Builder’ 


Robert H. Morris has resigned 
as publisher of American Builder, 
published by Simmons-Boardman 


the corporation. He will continue 


his connection with the magazine | 
and the company as a consultant. | 
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O'Neil to Succeed 


White as President 
of MBS on June 1 


(Continued from Page 1) 

Many people think one of Mr 
O’Neil’s first projects will be to 
put Mutual into the network tele- 
vision fray. This network would 
be built around the company’s 
three owned-and-operated _ sta- 
tions, WOR-TV, New York; KHJ- 


| TV, Los Angeles, and WNAC-TV, 


Boston. 


8 In addition to Mr. O'Neil, there 


was one other new appointment. 
William H. Fineshriber Jr., ex- 
ecutive v.p. of Mutual, was named 


!a member of the board of direc- 
| tors. 


Other board members and ex- 
officers of the network 
were reelected. This includes the 
top management of station opera- 
tions in New York, Boston and 
Los Angeles. Those at the first city 
have figured prominently in the 
rumor circles since WOR changed 
hands in January. 

In his final board report Mr. 
White pointed out that Mutual 
gross billings for the first quarter 
of 1952 were at a three-year high, 
representing an 11.11% gain over 
the first quarter of 1951. He added 
that, according to latest available 
Nielsen data, Mutual’s share of 
audience has also reversed the in- 
dustry trend, showing an increase 
over 1951 levels. Mutual’s station 
roster numbers 553 affiliates, an 
all-time high, he said. 


ABC's Lineup of 18 
Co-op Radio Shows 
Lists 926 Sponsors 


New York, April 25—American 
Broadcasting Co.'s lineup of 18 co- 
op radio shows currently boasts a 
list of 926 sponsors, Frank Atkin- 
son, manager of the network's co- 
operative program sales depart- 
ment, revealed this week. 

He said this represents an in- 
crease of 9% in co-op business 
since the beginning of the year 
and an increase of 4% over the 
corresponding period in 1951. 

Best sellers among this group of 
programs, which are made avail- 
able for sale locally by affiliates, 
are: “No School Today,” 130 
sponsors on 95 stations; “Paul Har- 
vey,” with 124 sponsors on 105 
stations; “Martin Agronsky,” with 
121 sponsors on 95 stations; “Head- 


| line Edition,”’ with 89 sponsors on 


76 stations, and “Elmer Davis,” 
with 82 sponsors on 80 stations. 


@ Advertisers backing these pro- 
grams represent 30 different in- 
dustries, ranging from public util- 
ities to brewers. 

Other attractions in ABC's co- 
op stable are: “America’s Town 
Meeting,” “Bert Andrews,” “Big 
Jon and Sparkie,” “Crossfire,” 
“Pauline Frederick,” “Bob Garred” 
(Mountain and Pacific stations 
only), “Mary Margaret McBride,” 
“Ted Malone,” “Drew Pearson” 
(co-op on 120 stations not car- 
ried by Carter Products), “Piano 
Playhouse,” “Mr. President,” 
“George Sokolsky,” and “Harry 
Wismer.” News and commentary 
programs predominate in this list 
and usually attract a higher per- 
centage of advertisers than other 
broadcasts. 

‘Chicago Metalworker’ Bows 

The Chicago Metalworker, 


P Nf) James G. Lyne, president of the; trade publication covering the 
large screen TV equipment in-! publishing company, will take over | metalworking industry published 


azine. 


Morgan Research Moves 


Morgan Research Associates, 
Houston, has moved to new and 


Blvd 


| the duties of publisher of the mag-| by H. G. H. Publishing Co., 4647 


. Lake St., Chicago, put out its 
first issue in March. The publica- 
tion is distributed free to quali- 
fied metalworking executives in 
the Chicago area. Circulation is 


expected to run at about 8,500 


RKO jarger quarters at 3317 Montrose One-time page rate is $130, down 


to $100 for 12 insertions. 
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PHOTOGRAPHIC 
REVIEW 


SURROUNDED—At left, in the midst of all those admen, is movie & Gamble, ot a cocktail party given by Photoplay at the Stork 
starlet Susan Cabot. The encircling four (from left) are David Club. At right, Con Donovan (left), v.p. of Charles W. Hoyt Co., 
Ricaud and Maurice Sculfort, Compton Advertising; Tim Elliott, gets a light while screen star Jone Greer and David N. Laux, 
v.p. of Fletcher D. Richards Inc., and Howard Whiting, Procter vp. of Macfadden Publications, just smile happily. 


PEI 


FIRST PRIZE 


CASSIDY RIDES AGAIN--Bill Boyd visits with CBS and agency execs to discuss 
his “Hopalong Cassidy” series which started April 26 on the Columbia California 
network under the sponsorship of Cella Vineyards, Fresno. Checking the first script 
are (from left) Ray Welles, Ray Welles Co., Los Angeles; Mr. Boyd; George Thomas, 
Thomas Advertising Co. Fresno; E. W. Buckalew, assistant general manager in 


* charge of sales for KNX and the Columbia Pacific Network, and George W. Allen, McCANDLISH AWARD WINNER—Judges in McCandlish Lithograph Corp.’s annual 
P CBS Radio western program director ; awards competition pose here with the $1,000 first prize winner, the work of Robert 
- SPEIDEL PARTHENON—The display cre- P. Pettinato, Philadelphia. From left are Walter J. Daily, v.p. of Lewyt Corp.; Mark 


ated by Einson-Freeman Co. for Speidel B. Seelen, v.p. and art director, Outdoor Advertising Inc.; Thomas Woodrow Wilson, 
Corp., Providence, combines lithographed | manager, outdoor advertising, Esso Standard Oil Co.; James P. Delafield, sales 
cardboard, plastic, real merchandise, and advertising manager, Maxwell House division of General Foods Corp., and 

lights and motion. Norman B. Smith, advertising manager, Sunshine Biscuit Inc. A $250 second prize 


went to Nathan Berman, Philadelphia. George C. Platacz, Beaver Falls, Po., won 
$100 for third best design for 24-sheet posters. 


| . «= BIRTHDAY PARTY—To celebrate the first 
. birthday of Annabelle Candy Co.'s Rocky 


? SLEEPY PEOPLE-— William P. Morrison (center), president of Dormin Inc., maker of Reed condy ber the young redhead FLORISTS’ AWARD—J. F. Stark (center), soles manager of General Electric Co.'s 

above obliged by blowing out a candle . oe , M 

electric housewares division, accepts an award from Granville Gude, past presi- 

dent of the Society of American Florists, as G. M. Miller, account exec for Young & 

Rubicam, agency for GE's small appliance division, looks on. Bouquet and certificate 
went to GE for its “outstanding use of flowers in advertising.” 


sleeping capsules, looks appropriately drowzy as he signs a contract for a spectacular hn Rand ke.” She i 
of “the biggest bed on Broadway.” At right is Douglas Leigh, creator of the sign, Slode “oe of ted ag — 
and at left, Edmund F. Johnstone, Dowd, Redfield & Johnst . The imated , 
° . t t Umi . 
sign will move the 40° sleeping man’s tummy up and down with each breath. SED Ginene? Ghee & Catens'S Ca. Sen 


Francisco 


— 


AT MONSTER CARNIVAL That's what Parents’ Magazine held at the Drake Hotel in Chicago the night of decked-out men are Ed Fryk (left) and George Hadlock (right), with Charles Elwyn Hayes (second from 
April 17 to celebrate the 20th year Ed Fryk and George Hadlock have represented the magazine. Among left), head of the Chicago agency bearing his name, A. R. Leininger (center), exec v.p. of Parents’ Magazine, 
those present were the family ot left—"papa” Larry Meyer of International Cellucotton Products Co ond George J. Hecht, president and publisher of Parents’. Cellucotton’s Mr. Meyer last week revealed that 
mama” Robert Koretz of Foote, Cone & Belding, and ‘baby’ Russ Van Gunten of FC&B. Among the he will resign as ad manager at the end of May (see Page 57). 
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Lucky New Yorkers! 
Now They Can Hear 


3 fe 
=e 6 Turkish on Radio 
New York, April 25—Contin- os l] 
7 uing to specialize in the kind of 
: program which has little or no 
" representation in the AM broad- 
i 


casting field, WHOM-FM_ this 
week added a Turkish language 
program to its schedule. 

Unlike most frequency-modula- 
tion stations, which are owned by 
a sister AM outlet, WHOM-FM 
airs about one-half of its daily 
schedule to FM listeners only. The 
rest of the 615 hours is duplicated 
fare from the AM station. 

The Turkish program, to be 
heard weekly—Tuesdays from 7 to 
8 p.m., EST—is being emceed by 
R. Oguz Turkkan, lecturer on Turk- 
ish language and history at Co- 
lumbia University and New York 


correspondent for the Turkish B 
newspaper, Cumhuriyet. The show z 
features music and news and is a 
designed to attract the 90,000 


Turkish speaking people in this 
area. 


s Most successful of the non-du- 
plicated fare, from the standpoint 
of sponsor interest, is the Chinese 
program which is broadcast five 
times weekly. At present there are 
six sponsors, including two restau- 
rants. 

Other special broadcasts carried 
on FM only include: 90 minutes 
weekly of Swiss-German music; 
an hour-long Ukrainian program, 
and an hour-long Russian show. 
A Hungarian program recently was 
discontinued. 

WHOM is nearing the break- 
even point on its FM operations, 
according to Charles Baltin, v.p. 
in charge of sales and promotion. 


‘ 


i Emerick Is Media Director 

; Charles Emerick, senior space 
buyer in the media department of 
the San Francisco office of J. Wal- 
ter Thompson Co., has been pro- 
moted to media director. Deborah 
Bryam, formerly of Young & Rubi- 
cam, New York, has joined the 
JWT office to handle newspaper 
space buying. 


Tilds & Cantz Adds Account 


Merit Products Co., maker of 
automotive replacement parts, has 
appointed Tilds & Cantz, Holly- 
wood, to direct its advertising. 
Automotive trade publications will 
be used. 
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SURVEY OF THE GREATER OMAMA MARKET 


treed Preferences... Store Distribation 


Consumer Buying Habits -+ 


New 8th Annual Edition Gives Brand Preferences 
in 84,400 Omaha-Council Bluffs Homes 


SERVING 
DISCRIMINATING 


For the eighth consecutive year, The World-Herald Also available: 1952 Consolidated Consumer An- 
CLIENTS offers advertisers this detailed study of consumer alysis information on 15 major markets; contains 
buying habits, brand preferences, ownership, and market-by-market tabulations revealing comparative 
store distribution of branded products in the Omaha- brand standings in each market. 
: Council Bluffs market of 84,400 homes. The 1952 
Y Consumer Analysis shows brand standings for more Win ee ee ee tae 


than 150 products, including food, drugs and toilet- _ The Omaha World-Herald is read in 3 
ries, soap products, household appliances, homes and out of 5 homes in Nebraska and Western 


equipment, beverages, and automotive. \ 1 cans 
‘ ) Ww 
Get your copy of this valuable market study now! ) owo—a market of 1'/: million people 


Address request on your business letterhead to our _ 2 billion dollars to spend. 
National Advertising Department. ee ; ) > 


Omaha World-Herald 


O’Mara & Ormsbee, National Representatives 


24-SHEET POSTERS 
PO.P, OISPLAYS 
DECALCOMANIAS 
COUNTER CARDS 
PLASTIC SIGNS 
SAN NER S 
caAR CARDS 
FLASHER BOXES 


THREE 
DIMENS: ONAL 
UNITS 


DAY-GLO 


eee 


BLACK-LIGHT 
DISPLAYS 
CREATIVE ART 
FACILITIES 


Total Net Paid Circulation Average, March, 1952 
249,377 Daily—258,569 Sunday 


gb, 
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Newspapers Hit Record Ad Revenue 
of $513,000,000 in ‘51, ANPA Told 


currently members of the ANPA. 
Since the 1951 meeting, 20 news- 
papers were accepted; 11 newspa- 
pers resigned; one paper merged 
with another, and 27 papers sus- 
pended. 

New members include 


(Continued from Page 1) ing expenditure than the record The Times, Gadsden. Ala.: News 
or maintain, an acceptable margin figure of 1951. “If we merely hold Camden hee: Psmevelal Pine 
of profit.” our present share of those dollars, Bluff, Ake + Californian Bakers- 

The assembled publishers also we'll move ahead,” he said field: Independent-Journal San 
seemed well aware that newspaper Rafael, Cal.; Independent, Rich- 
advertising trends for the year so ® Stuart Chambers, St. Louis Post- mond. Cal: Herald. Manchester, 
far show declines. Media Records Dispatch, previously vice-chairman Conn.: Ledger Lakeland, Fla.: 
reports on newspaper linage in 52 of the bureau, was elected chair- Democrat. Tal shagnee. Fla.; Jour- 
cities show general advertising de- man. New vice-chairman is Joyce yg)-Gazette. Mattoon, Ill.; Tribune, 
cline of 11.9%, while automotive A. Swan, Minneapolis Star and Ames, Ia.: Recorder-Gazette, 
linage thus far has enjoyed a mere Tribune. Three new directors were Greenfield, Mass.; Herald, Austin, 
1.2% increase elected—Sterling E. Graham, | yinn.- Trentonian. Trenton, N. J.: 

For last vear, Media Records re- Clereland Plain Dealer; Louis A Observer. Fayetteville. N. C.; News 
ported general linage down 5.9% Weil Jr.. Grand Rapids Herald, and & Views, Jacksonville. N. C.: Lake 
and automotive linage off 88%. Richard L, Jones, Tulsa Tribune.| County News-Herald, Willoughby, 
These are the categorie which Six directors were reelected, one O.; Review, Towanda, Pa.: World. 


make up “national” newspaper ad- for two years, Lester G. Bradley, Wenatchee, Wash., and Review, 


vertising. This seemed to lend sub- San Diego Union & Tribune; the Niagara Falls, Ont 

stance to the view that last year’s others for three years, Philip 5 

record-making dollar high owed Chandler, Los Angeles Times, L. N.|— One of the most hopeful facets 

much to rate boosts and color Bitner, Elmira Star-Gazette, F. M.| of the ANPA meeting was the dis- 
Flynn, New York Daily News,| closure by the ANPA’s special 

® Harold S. Barnes, director of the George F. Russell, Tacoma News- standing committee that 1951 and 

BofA, touched on the 52-city in- Tribune. and Richard W. Slocum, | the first quarter of 1952 were a 

dex for the first three months of Philadelphia Bulletin. relatively unprecedented time of 

1952 and added: “Reports from The theme of rising costs, and - ig 


labor peace 

For the first time in the 20th 
century, no ANPA member had 
suffered a strike. (But this peace- 


individual papers for the first part 
of April don’t give any cause for 
rejoicing.” 


the incessant pressure for more ad- 
vertising dollars to meet them, 
resounded frequently through the 


The major reason for the decline, meeting. ful condition ended abruptly when 
s nes, i » fact that . : on | 
said Mr. Barnes, is the fact thes pressmen struck the Tacoma News- 

we're in a period of uncertainty, Tribune two weeks ago. The strike 


eM. M. Oppegard of the Herald, 
Grand Forks, N 
publishers that 
to attract additional 


of indecision. Our considered opin- atti hasn't been settled.) 


strikes against other newspapers 
in 1951 involved only 31 employes 


D., reminded the 
in their attempts 
dollars from 


ion is that the present softness of 


national is due to a combination of 


. , Le x. | 
mad factors ee ae lex" | advertisers and readers they are 
rice ie new + pp nme * wen bo 4"! “competing not alone with new tion in 1951 than in any postwar 
nce > ‘reat streng ‘ 4 ‘ir! . . 
once their great strength ane their) jedia, but with the newspaper! year, and the committee spoke 


great weakness.” 
Mr. Barnes cited other 
shifts to advertising 
TV | 


bargain as those readers and ad- 
vertisers knew it in the past—a 
standard of price in relation to 


glowingly of arbitration—‘the best 
method of ettling differences 
which arise between employer and 


reasons 


cooperative 


and linage siphoned off by | quality of performance that must employe.” 

(particularly foods and cigarets).| have some influence on our pattern There is some indication that this 
Yet, Mr. Barnes sees the outlook} ¢op the present.” blissful state won't continue. The 

as * good | If publishers are to make a last- trouble is the teletypesetter. In 
“The downward trend in cor-|jng sale of their papers to read-| Rockford, IIl.. the Star and Register 


porate profits, somewhat paradoxi- 


‘ ‘ Ns, | ers, he said, it is important that Republic has a strike on its hands, 
cally, should work in our favor,”| the reader accept “our measure- with the International Typographi- 
he said. “Already it is leading to| ments of improvement as his own cal Union demanding control over 
greater scrutiny of sales and ad~-/ measurements.” the use of outside “teletypesetter 
vertising methods. This viewpoint| “For delightful as we may think tape. _ 


will spread to other national adver-| our newspaper is under its ex- 
tisers. It's got to if some of them) panded treatment,” Mr. Oppegard 
remain solvent said, “our reader might conclude 
“I believe as firmly as I believe; he is not sufficiently interested 
the verge of|in the new frills to pay the addi- 


® Teletypesetter jurisdiction is still 
regarded by the committee as the 
“leading source of strike threats 
and serious controversy.” The ITU 


are to 


inything, we're on 


a marketing revolution. These are tional price, and therefore feels knows, the ANPA report said, that 
increasing signs almost every day. he is paying for something he its subordinate locals cannot strike 
And as it spreads—and as we help | doesn’t want. That, of course, for teletypesetter jurisdiction after 


to spread it—newspapers will be) would only mean sales resistance.” “the [perforating] work has been 

the principal beneficiary.’ assigned to non-union or other 
In Mr. Barnes’ view, 1952 will) @ A report to the convention indi- workers.” 

see an even greater total advertis- Other causes of industry labor 


cated that 781 newspapers are 


your success is our business... 
meeting your deadlines without sacrificing quality... 


providing your organization with efficient 
service, willingly given... 


producing for you the finest quality printing 
plates... made by skilled craftsmen in 
Chiédgo’s most modern plant. 


| strike 
strikes were 


Three | 


ATOMIC ADMAN—Charles J. Caudle, 


The show, 


Ook 


head 
New York, advertising and public relations consultant, in the midst of the atomic 
energy show which he’s presenting before advertising clubs as a public service. 
“Your Atomic Future,” emphasizes peacetime applications of atomic 
energy. Here, Mr. Caudle shows a model of an atomic pile, as might be seen at 


of Charles J. Caudle Associates, 


Ridge. 


peace: the recognition of the effi- 
cacy of the teletypesetter and the 
ability of publishers to adapt it to 
strike situations; the large amounts 
of money devoted by the ITU to 
benefits in cities where 
called several years 
ago and where the union has lost 
control of all composing room work 
in those cities; the burden of fi- 
nancing the newspaper which ITU 
has started in several cities Final- 
ly, the return to arbitration, the 
traditional method of settling labor 


More disputes went to arbitra-! disagreements in the industry 


@ At present, the committee has 
918 mechanical contracts of all 
kinds on file, the highest number 


since 1947. There are still 85 ITU 


' contracts which have not been for- 


mally renewed since 1947 or 1948 
when they expired, but last year 
there were 142 in this category 

On the editorial and commercial 
front, the office had 150 contracts 
on file, 128 of them with the Amer- 
ican Newspaper Guild. This is the 
same number as last year | 

Louis N. Brockway, executive 
v.p. of Young & Rubicam and vice- 
chairman of the Advertising Coun- 
cil, told the convention that 579 
daily newspapers have _ joined 
the newspaper cooperation plan 
launched by the council two 
months ago. The plan sees cooper- 
ating newspapers contribute 1 col- 
umn-3” space to public service 
messages 

“This is a terrific showing,” said 
Mr. Brockway. “It means a cir- 
culation of 27,000,000 readers every 
15 days.” 


8 A slide presentation titled “The 
Revolution in Retailing and Its 
Impact on Advertising” was of- 
fered the publishers by the Ameri- 
can Assn. of Newspaper Repre- 
sentatives. 

Tenor of the showing was that 
the only effective way advertisers 
can reach the mass of their cus- 
tomers is by making newspapers | 
their basic medium and by giving | 
the papers adequate space and fre- 
quent insertions. 

The presentation was based on 
the idea that the “revolution in re- 
tailing’ means fewer and much 
bigger stores, which must concen- 
trate on a limited number of fast- 
selling brands in a given product 
classification. It stressed the fact 
that the “final consumer sale de- 
pends upon self-selection.’ 


@ The major objective of adver- 


tising for many years, the presen- 
tation pointed out, has been to 
make a brand well known in the 


consumer’s consciousness. But the 
situation is different today: 


“Now the magic word in adver- 


tising is ‘new.’ The public is primed 


for new things. Anything ‘new’ is, 
perforce, better. The news of mer- 


chandise and the news of merchan- 
dising is attracting more and more 
of the consumer interest that de- 


partment store advertising has so 


| corporation separate 


| Resigns from the AANR 


long enjoyed. 

“More than ever before, the ad- 
vertiser needs compelling and ac- 
tion-packed advertising in a timely 
and ‘do it now’ medium. He needs 
newspapers.” 

Charles F. McCahill of the 
Cleveland News was reelected 
president of the ANPA. George C 
Biggers, of the Atlanta Journal & 
Constitution, was named _ v.p.; 
Richard W. Slocum, of the Phila- 
delphia Bulletin, was elected secre- 
tary; and W. L. Fanning of the 
Westchester County Publishers 
White Plains, N. Y.. was namec 
treasurer. 


ANPA MAKES SEPARATE 
RESEARCH CORPORATION 

New York, April 24—Member 
of ANPA voted to change the as- 
sociation’s by-laws to set up the 
organization’s mechanical and re- 
search department as a research 
from ANPA 
but still under its control 

Reasons for this action, as out- 
lined by J. L. Stackhouse, secre- 
tary of ANPA, were threefold: 

“1. Establishment of the labora- 
tory in Easton, Pa., and ANPA 
ownership of the building, make 
it necessary for our research de- 
partment to be in a position to do 
business in Pennsylvania 

“2. It is possible that the re- 
search department will be receiv- 
ing income on a basis of what it is 
able to accomplish. That can be 
handled better by a separate cor- 
poration rather than by ANPA 
which under present law can make 
no charge for special services t 
members. 

“3. Because ANPA does not en 
gage in business for profit it ha 
a tax-exemp* status. The researct 
institute will also be tax exempt 
and its funds will be used solely to 
carry out its research problems.” 


Sawyer-Ferguson-Walker 


Sawyer-Ferguson-Walker Cc 
has resigned its membership in the 


American Assn. of Newspaper 
Representatives—both locally (the 


Chicago chapter) and nationally 
Tom Walker, partner in the rep 
resentative organization, also re 
signed from the board of directors 
of AANR 

The decision to resign resulted 
from a difference of opinion be- 
tween J. H. Sawyer Jr. and Henry 
A. Slamin of the George A. Mc 
Devitt Co., Chicago, president o 
the national AANR. Mr. Slamir 
felt the chairmanship of the News- 
paper Food Editors Conference 
should be rotated. Mr. Sawyer, wh« 
founded the conferences, and was 
chairman for eight vears, felt 
otherwise 


Agency Adds Division 

Ruse & Urban, Detroit agency 
has created a merchandising anc 
specialties division to serve it 
clients. Peter Lorcher, formerl 
head of his own national adver- 
tising specialties company, will di- 
rect the new division. 


Seo a “ 3 : a a: my ae 
“yd 62 Advertising Age, April 28, 1952 Ji 
te a ae as ee a 3 tee ape ede. cea ' 

; . 2 S ae — 53 * cas epee ag es “ Pe 
wre * : > x ; « y ws él . : * 
. *, 2a i —- 1 | 
s ? 4 ee _. ke ae a 2 
‘ Ae ww HN seteent ie UP Fe 
eS we ° fee 
“5 cl SC ESSE 
= 
Ps # ~ 

| I a 
re 

; $ 
7 | BP 

; 

i 

ee 

<4 , Se 
pee po 
ee — 2 
eh Pash > a 
i me v=. — 
7 ee OF rs A Oy °° ; oh ee aie ata 
vt okt ® 
wrok 
Ss ct 
wa sou™™ CT TTTTCCS 
18 
anv” % ° __r—“:;C™CSC*™sSCSCSCSCC(ézd 
com a ce rrr————C*Ud 
wine Ciica4.o ee 
enor® 
ev 
Ae | 
Hy Fa _ he ne " Pe : = ey m 2 p ¢ i, oo. 24 : . * —— ey: ° be _ 


idvertising Age, April 28, 1952 


Retailers Will 
Attempt to Get 
Controls Lifted 


WasHINGTON, April 24—The 
American Retail Federation polled 
its 54 member associations today 
for permission to ask Congress to 
suspend price ceilings on consumer 
goods. 

In a “Digest of Economic Fac- 


tors” mailed to retail groups, the 
federation said: 
1. “All consumer goods are in 


adequate supply at all levels, in- 
cluding items containing metals 
or other components which may 
seem scarce.” 

2. “Prices of consumer goods are 
soft at all levels of the economy 
and this has prevailed for a num- 
ber of months.’ 


8 3. “The demand for consumer 
goods is slow, a trend which has 
prevailed for some time, with many 
retail trades showing sales both 
currently and in 1951 below the 
previous comparison periods.” 

4. “Competition is keener than 
at any time since Korea, and many 
sellers of consumer goods are suf- 
fering substantial losses as a re- 
sult.” 

The federation offered member 
associations the opportunity to ask 
for complete abandonment of price 
control, but its digest pointed out 
opposition to controls would “cre- 
ate a grave question of public re- 
lations for retailing.” 

“Generaliy speaking,” the fed- 
eration said, “consumers believe 
prices are too high, despite the 
softness at all levels and the sub- 
stantial declines from post-Korea 
price peaks.” 


® “Suspension of control, with re- 
tention of authority for recontrol, 
provides full assurance that the 
economy would not be subjected 
to another inflationary bulge in the 
event of another national emer- 
gency,” the federation contended. 
“Economic conditions of the past 
six months demonstrated conclu- 
sively, (1) the ability of our econ- 
omy to provide production suffi- 
cient to meet all civilian and de- 
fense needs, and (2) competition 
to reassert itself as the determinant 
of the price level.” 

The digest pointed out that the 


defense program—together with 
foreign aid—requires only 14% 
or less of total production, com- 


pared with 44% in 1944, and will 
take a peak of 18% or less in 1953 


8 Meanwhile the Office of Price 
Stabilization announced the sus- 
pension of ceilings on 16 basic 


commodities which have been sell- 
ing well below ceiling prices. OPS 
said the suspension program soon 
would be extended to other basic 
commodities, but it did not indicate | 
any intention of dealing with dur- 
able goods for the present. 

OPS said it has no intention of 
completely decontrolling any im- 
portant group of commodities. Un- 
der suspension, however, industries | 
are relieved of all the bookkeeping | 
requirements which result from 
price control, They are subject to 
recontrol in the event prices move 


upward toward the old ceiling 
price. 
The special OPS committee 


studying decontrol said no ceiling 
should be suspended unless: 

1. Prices are materially below 
ceiling and have been below ceil- 
ing for a considerable time. 

2. An analysis of supply and de- 
mand probabilities indicates there 
is little likelihood that prices will 
move sharply upward. 


Hamilton Advertising Moves 


Hamilton Advertising, Chicago, 
has moved to 307 N. Michigan Ave. 


Last Minute News Flashes 


Vicara, ‘Luxury Fiber,’ to Get Heavy Ad Play 

New York, April 25—The fiber division of Virginia-Carolina Chem- 
ical Corp., Richmond,Va., will begin a large-scale campaign to educate 
consumers about Vicara, “the new luxury fiber,” with a spread in 
Life, May 12. The initial ad will be followed by a series of pages in 


Life and ads in Harper's Bazaar, 


Mademoiselle, New York Times 


Magazine, Vogue and about six business papers, plus an over-all] mer- 
chandising program. Albert Sidney Noble Advertising is the agency 


Goodyear Plans First Neolite Luggage Push 


New York, April 25- 


Goodyear Tire & Rubber Co. will launch its first 


major promotion of Neolite luggage with color spreads in The Satur- 
day Evening Post, May 24, Life, May 26, and the June issue of Holiday 
In addition, Handbags & Accessories and Luggage & Leather Goods 
currently are being used on the dealer level. Ads announce that “Neo- 


lite now sets new standard for luggage and accessories 


longer wear, 


new beauty of finish."” Compton Advertising is the agency. 


Kelly Joins Cowan & Dengler; Other Late News 

e@ James F. Kelly, formerly with Erwin, Wasey & Co. and before that 
president of Kelly-Kramer, has joined Cowan & Dengler, New York, as 
a v.p. He will direct the agency's creative work and basic research on 


advertising copy. 


e@ George P. Hollingberry Co., New York, will take over national rep- 
resentation of WIOD, Miami, effective May 1. Bolling Co. was the pre- 


vious representative. 


e Emerson Drug Co., Baltimore, (Bromo-Seltzer) told AA that it is 


“talking to a number of agencies, 


” that its present agency, Batten, 


Barton, Durstine & Osborn “knows this,” that “no decision has yet been 


made,” 


@ Newsweek's top news and editorial personnel 


and that the account “may remain with BBDO indefinitely.” 


will assist in the 


American Broadcasting Co.’s coverage of the Democratic and Repub- 
lican national conventions. The conventions and radio and TV cover- 


age of the November election will 
Corp. 


be sponsored on ABC by Admiral 


Kasher Companies 
Dive into 9-Week 
Network Campaign 


New York, April 25—Charles 
Antell Inc. and National Health 
Aids of Baltimore have plunged 
into network radio with a satura- 
tion campaign on Mutual. 

This week these companies, both 
of which are headed by Charles 
Kaslher, bought all available MGM 
Radio Attractions programs on the 
network for a nine-week drive un- 
til the shows leave the air for a 
summer vacation. Antell’s Formula 
9 hair cream will be featured on 
“The Black Museum,” “MGM 
Musical Comedy Theater of the 
Air,” “Woman of the Year,” “Casa- 
nova” and the “Adventures of 
Maisie.” 


@ The other five MGM packages 
on Mutual are sold cooperatively 
to local advertisers. 

In addition, the companies have 
started two 15-minute strips daily, 
Monday through Saturday. These 
are expected to feature the usual 
Formula 9, and NHA vitamin com- 
plex “lecture” series. 

Television Advertising Associ- 
ates handles both accounts. 

Last week, Charles Antell an- 
nounced that it plans to introduce 
a new product, Fastabs reducing 
pills, with a saturation radio-TV 
campaign (AA, April 21). 

Other new business at Mutual: 
S. C. Johnson & Son (Needham, 
Louis & Brorby) is presenting Pee 
Wee Reese in 15 minutes of base- 


ball talk every Saturday at 5:45) 


p.m., local time. 


enith Appoints Campbell 

William R. Campbell, formerly 
with Columbian Electrical Co., 
Kansas City Zenith distributor, has 
been appointed a regional sales 
manager for Zenith Radio Corp., 
Chicago, in the Midwest. His ter- 
ritory includes Kansas City, Fort 
Smith, Little Rock, Oklahoma City, 
Springfield, Ill., and Wichita. He 
succeeds James H. McKee, who has 
resigned. 


Rider Joins Gillette 

Charles F. Rider, formerly dis- 
trict manager of Sweets Catalog 
Service division of F. W. Dodge 
Corp., New York, has joined Gil- 
lette Publishing Co., New York, 
as eastern representative of the 
company’s Water & Sewage Works 
Catalog File. This is a new annual 
publication which will appear 
around November. 


Keller-Crescent Appoints 
Hill Agency Division Head 
Lyman Hill, formerly sales re- 
search director of Servel Inc., 
Evansville, 'nd., and western man- 
ager of the Bu- 
reau of Advertis- 
ing, ANPA, for 
the past five 
years, has been 
appointed man- 
ager of the agen- 
cy division of 
Keller-Crescent 
Co., Evansville. 
Keller-Crescent 


operates a_ pro- 

duction plant, 

Lyman Hill and does offset, 

binding, ty po- 

graphy, etc., as well as agency 
work. 


In 1946, Mr. Hill was president 
of the American Marketing Assn. 
Also, he is a former chairman of 
the magazine committee of Rotary 
International. 


Freeman, Katz Elected V. P.s 
Charles M. Freeman and Judah 

Katz have been named v.p.s of Hir- 

shon-Garfield, New York. Mr. 


Freeman joined the agency as an 
| 


Judah Katz 


Charles Freeman 


account executive in 1943, after 
being with Federal Advertising, 
New York. Mr. Katz has been with 
Hirshon-Garfield for 18 years. He 
has been media director since 1942 


Issues Hotel Guide 

Hotel Education Bureau Inc., 
New York, has issued “Digest of 
Convention Locations,” a 52-page 
guide to about 60 hotels, with de- 
tails on meeting and banquet 
rooms, room rates, capacity, trans- 
portation, etc. Complimentary cop- 
ies may be had by writing the bu- 
reau at 588 Fifth Ave., New York 
36. 


Servel Campaigns in May 

Beginning in May, Servel refrig- 
erators will be promoted through 
half-page ads in Canadian maga- 
zines. The ads carry a coupon of- 
fering free literature on gas, elec- 
tric or kerosene models. Harry E. 
Foster Advertising, Toronto, is 
placing the campaign for Servel 
(Canada) Ltd., Toronto. 


. 3. D’Arcy’s New York 


| agency's 


Televideo Starts $100,000 Ad Program 
to Explain Its TV Repair Service Plan 


IN HARMONY—With o center plug for 


State St., the ‘greatest merchandising 

mile on earth,” Chicago retail stores 

are cooperating on pages like this to 

promote State St. stores. The ads ore 

appearing at 10-doy intervals in all 

Chicago dailies. Frank Jacobi Co. is 
the agency. 


D’Arcy Expands 
with Addition of 
Federal People 


New York, April 25—On Mon- 
day, D’Arcy Advertising Co. will, 
announce plans for a “great ex- 
pansion of facilities and services” 
as one result of the move of 34 
people and four accounts from 
Federal Advertising to D’Arcy 
(AA, April 14). 

J. F. Oberwinder, D’Arcy presi- 
dent, will announce that: | 

1. Gordon E. Hyde and Kenneth 
W. Plumb (formerly president and 
v.p. and secretary, respectively, at 
Federal) will become D'Arcy 
v.p.s and members of the oper-| 
ating board of the New York of- | 
fice on June 1 

2. The following former Federal | 
principals and department heads | 
will join D’Arcy: Douglas Beyd, | 
v.p. and art director; Frank 
Hermes, media director; Margaret 
C. Booss, research director; George 
Finley, production manager; Frank 
Leonard, public relations direc- 
tor; William Rech and George 
Benedict, service executives; Lu- 
cille Shearwood, food publicity; 
Doris G. O'Halloran and Hazel H 
Berrien, copy 


office, 
which has had service groups for 
eastern accounts as well as the 
radio and TV _ depart- 
ments, will, as a result of “in- 
creases in business,” have com- 
pletely staffed departments (as a 
result of the moves by former Fed- 
eral people). It will enlarge its of- 
fices at 515 Madison Ave. 

Thus, Mr. Oberwinder will say, 
the organization in New York will | 
be able to take care of expanded | 
service requirements, including the 
accounts moving from Federal to 
D’Arcy—Gerber’s baby foods, 
Stromberg-Carlson, American Op- | 
tical’s sunglass division, and the} 


| Davol Rubber Co. 


Tea Bureau Promotes Adams_ | 

Mort Adams has been named | 
merchandising director of the Tea | 
Bureau, New York. He joined the) 
organization in January as grocery | 
merchandising manager. He was) 
formerly account executive for the 
A&P account with Paris & Peart, 
New York. Before that he was ad- 
vertising and promotion manager 
of Welch Grape Juice Co., West- 
field, N. Y. He succeeds James J 
Booth, who has resigned 


Appoints Foulke Agency 

Paper, Calmenson & Co., Minne- 
apolis-St. Paul steel products mak- 
er, has appointed Foulke Agency 
Inc., Minneapolis, to direct its ad- 
vertising. 


| placed 


Televideo 
idea 


New York, April 23 
Affiliates of America, a new 
in television service, has launched 
a six-month $100,000 program to 
acquaint TV set owners with its 
operation, 

Modeled after the setup of the 
American Automobile Assn., Tele- 
video offers subscribers repair ser- 
vice by franchised service con- 
tractors at manufacturer's prices, 
10% dividends, protection from 
malpractices, free advisory service 
and a limit total repair 
during one yea! 

Here's how the plan operates 

A subscriber pays $15 yearly 
dues to belong to TAA. If his set 
gets out of order he may call for 
service at any hour. Ii replacement 
parts are needed, he pays for them 
at manufacturer's list 


on costs 


@ At no time in the course of a 
year will a video owner's servicing 
costs exceed the cost of the manu- 
facturer’s warranty. Additional 
costs are borne by TAA and no 
subscriber can pay more than he 
would under a warranty, although 
his yearly cost can be much less 
than the warranty. 

Every subscriber receives a kit 
from TAA telling him exactly what 
every part in his set will cost. 

TAA is headed by Ear] Bunting, 
formerly sales manager of Garrard 
Sales Corp. and currently an exe 
ecutive with Bell Television Ing 
In a one-year test, Bell discovered 
that the cost to a TAA subscribeF 
averaged less than one-third thé 
cost of an average service contract, 


| AA was told 


® Extensive promotion is being 
placed behind TAA. The plan ig 
only in the New York area now but 
is expected to branch out to neare 
by states within a month. 

Currently, TAA advertising, 
handled by Wexton Co., is being 
in the New York Daily 
News and Times, Bagatelle, Cue 
The New Yorker, New York Moe 
torist, Park East and TV Guide 

Three-minute spots are running 
on WOR-TV three times on Saturs 
days and twice Sundays. Some 4,8 
000 drug, candy and book stores 
will shortly receive point of salé 
information on the plan t 

TAA won't say how many subse 
scribers it has to date except that 
there are a lot, Questioned about 
its franchise setup, TAA says that 
franchise contractors are located 
in every borough. They are chosen 
by TAA executives after a com- 
plete inspection of shops, equip- 
ment and men. 


Hugh Davis Leaves FC&B 
to Join Marketing Firm 

J. Hugh E. Davis has resigned 
as executive v.p. and director of 
Foote, Cone & Belding, where he 
has been _ since 
the agency's for- 
mation, to join 
Oakes & Co., Chi- 
cago marketing 
and merchandis- 
ing specialists in 
hard lines. The 
Oakes organiza- 
tion also has its 
own Tru-Test 
lines of hardware 
and toys 

Mr. Davis will 
head up a new 
affiliate company which 
formed by him and L. L 
head of Oakes & Co. 


GF Promotes Herbert Cleaves 

Herbert M. Cleaves, sales and 
advertising manager for the Jell-O 
division of Genera! Foods Corp., 
New York, has been promoted to 
the new position of marketing 
manager for the company’s asso- 
ciated products divisions. These in- 
clude Jell-O, Minute rice and Min- 
ute tapioca, Calumet baking pow- 
der and Certo. George R. Plars, 
Mr. Cleaves’ assistant, succeeds 
him 


J. H. E. Davis 


will be 
Oakes, 
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This Week in Washington... 


Lincoln Didn't Seize a Newspaper 


By STANLEY E. Conen 
Washington Editor 

WASHINGTON, April 24—Visiting 
newspaper editors whipped up a 
minor tempest last week by draw- 
ing President Truman into a situa- 
tion where he appeared to argue 
that he can seize newspapers and 
radio stations. Actually, the Pres- 
ident said he could take anything 
over—if national security was 
threatenéd. 

If he had taken the time to look 
into it, the President would have 
found that one of his predecessors 
had to pass on the suppression of 
an allegedly dangerous newspaper 
He decided to risk the newspaper, 
rather than set the precedent of 
interfering with the operation of 
a free press 

The incident occurred at a low 
point during the Civil War when 
New York City was swept by 
draft riots. One of President Lin- 
coln's commanders closed down an 
anti-administration newspaper 
which seemed to be encouraging 
the rioting. The general acted un- 
der martial law, and reported that 
he had ample justification for his 
decision 

But Mr. Lincoln finally reversed 
him. He felt that there was ample 
authority and provocation, but he 
concluded this was too drastic a 
step, even for the President of a 
nation fighting desperately for 
survival 

. * - 

Senate elections committee mem- 
bers are suggesting that telecasters 
set aside fixed periods for political 
broadcasts this fall, to avoid exces- 
sive cancelation of popular pro- 
grams as the cempaigns warm up 
Senators fear candidates who black 
out top shows will make more ene- 
They think fixed 
schedules of political 
would soften the blow 

Meanwhile, the Federal 
munications Commission 
sected S. 2539, a proposal to re- 
quire political speakers to post 
bonds which would protect broad- 
casters against libel. FCC ex- 
pressed tear that bonding and in- 
surance companies would be set- 
ting themselves up as censors of 


broadcasts 


Com- 
has dis- 


political speeches, in order to 
minimize the risks. It pointed out 


82” in PopULATION 


among Soles Managements’ 

| 162 Metropelitan County Areas 
J 

’ 


* 

lL your newspaper campaign 
100 
kets according to population 
4,000 Quad 
Citians are among your tar 
gets. On the Illinois side live 
57% of Quad-City popula 
tion. And you cover Illinois 
Rock Moline 

East Moline (3 of the 4 


includes the first mar- 


—then over 23 


en ee ee ee 


Island, and 


when you use 


Dy Y 


, 


Zhe MOLINE Dhspazed 


that candidates using national net- 
works might have to post fantastic 
amounts 

The FCC feels Congress should 
make it amply clear that broad- 
casters are not responsible for libel 
committed in a political speech 
On the other hand, it emphasized 
that political speeches should not 
be censored. 

. i © 

Automobile manufacturers insist 
that the alleged slump in sales is 
a mirage. They told the National 
Production Authority last week 
that factory sales have gained 
throughout the first quarter of the 
year. Retail stocks on hand March 
31 were 340,567, “an abnormally 
low figure.” 

The auto industry had material 


for 1,050,000 cars for the third 
quarter of 1952, but expects to 
make 1,150,000. It is asking for 


material for 1,250,000 cars for the 
final calendar quarter 
© . - 

Dealers and auto manufacturers 
are still in opposite corners. Manu- 
facturers say nearly 1,600,000 used 
cars were sold in the first quarter 
of 1952, as business climbed stead- 
ily. Dealers are telling Congress 
that down payment regulations are 
strangling their business 

The down payment problem 
seems to be near solution. The 
Federal Reserve Board indicated 
this week that consumer credit re- 
strictions will probably be aban- 
doned in the near future. Staff 
members are convinced consumer 
sales resistance is high, and that 
easy terms will not set off much 
panic buying. 

2 ae ab 

The aluminum casting industry 
told the NPA it is time to get con- 
sumer durables manufacturers 
busy dusting off plans for new 
products to be marketed as the 
shortage of materials eases off. 

Aluminum allotments at the 
present time are running about 
50% of 1950. But producers an- 
ticipate that aluminum will be de- 
controilled—and running out of 
their ears—by early 1953 

e e 7 

Sometimes an advertiser beats 
an FTC complaint, and ends up 
with a wonderful endorsement. 

LaSalle Extension University, 
Chicago, denied that it misled any- 
one by offering an LL.B. degree 
to students taking correspondence 


courses in law. This week, FTC 
hearing examiner William L. Pack 
agreed 

“Regardless of what other 


schools may think of the degree, 
it is the degree or symbol of the 
school issuing it,” he pointed out. 

Then he added this nice little 
sentence: “Commendable restraint 
has been exercised by the school 
in the granting of degrees. ..Ap- 
parently the respondent is under- 
taking seriously and in good faith 
to give instruction in the law and 
maintain genuine standards of 
scholarship, and to restrict the 
awarding of the LL.B. degree to 
those cases in which it is merited.” 


Lionel Train Sales Up 

Toy train sales of Lionel Corp., 
New York, will be the largest in 
history this year, according to 
Lawrence Cowen, president. Or- 
ders booked during the recent Toy 
Fair “substantially exceeded the 
company’s original plant produc- 
tion,” Mr. Cowen said. Increased 
birth rate plus extensive electrifi- 
cation has produced the greatest 
potential market for toy trains 
ever, he said 


Names Pan American 

Pan American Broadcasting Co., 
New York, has been appointed 
sales service representative for 
WNEL, San Juan, P.R. The 5,000- 
watt station is now in its 18th year 
of operation 


arich 


INTERCHANGEABLE—This 


new display 
unit designed by the flooring division of 
B. F. Goodrich Co. enables a dealer to 


show either a floor design, in the per- 
manent panel, or the company’s full 
color line, in the insert panel. 


Goodrich Offers 
Dealers New Display 
Unit for Flooring 


Watertown, Mass., April 24 
B. F. Goodrich Co.'s flooring di- 
vision is offering its dealers a 
new floor display unit which will 
enable them to display flooring 
products in several different ways. 

The main panel of the display 
can be used to show floor designs 
in either 9x9” or 6x6” tile, while 
a separate insert panel can be used 
to display 4x4” samples of the 
company’s entire color line. The 
base of the unit has a permanent 
display of the different colors of 
rubber cove base that can be used 
with all Goodrich flooring prod- 
ucts. 


# A small sign that can be at- 
tached to the display also is inter- 
changeable, so that a dealer can 
display all three types of flooring 
—rubber tile, asphalt tile and Ar- 
raflor vinyl plastic tile. This is of 
particular benefit in view of the 
fact that not all dealers carry all 
three lines of flooring 

The entire unit measures 
54x30x15” and a dealer can buy 
either the entire unit for $8 or the 
display panel and color insert 
panel separately for $5 and $3, re- 
spectively. Display samples are 
furnished free of charge. 


Robertson Heads KTHS 


B. G. Robertson, assistant man- 
ager of KWKH, Shreveport, 
has been transferred to KTHS, 
Little Rock, Ark., as station man- 
ager. Both stations are owned by 
the Shreveport Times 


Eisele Elected a V.P. 

Karl Eisele, national advertising 
manager of the Capital Times and 
the Wisconsin State Journal, Madi- 
son, has been elected a v.p. of the 
Wisconsin Advertising Manager's 
Assn. 


| 


La.., | 


Pulse Survey Shows 
Out-of-Home Radio 
Audience Up 15% 


New York, April 25—Out-of- 
home radio listening in 12 major 
markets, surveyed by Pulse Inc. 
in January, added 15% to the au- 
dience in those areas. 

This “plus” ranged from 10.4% 
in Seattle to 18% in Philadelphia. 
The 


home listening 
made during the past two years. 


“While out-of-home ratings de- | 


clined seasonally when compari- 
sons are made with the summer of 
1951, it represents a bigger plus 
to advertisers than a year ago,” 
the research company pointed out. 
“In February, 1951, when Pulse 
checked the away-from-home au- 
dience in only seven cities, this 
listening added 13.7% to the regu- 
lar at-home audience in these 
areas. The current surveys in these 
same markets place the out-of- 
home ‘plus’ at 15.2%.” 


® The following data is for individ-| 


ual cities covering January sur- 
veys in all markets except New 


York, where interviewing was 
done in February: 
Homes % Added 
Homes with “Out By “Out 
Using of Home’ of Home” 
Radio* Listening* Listening 
Philade!phia 18.3 i 18.0 
New York 21.3 3.5 16.4 
Boston 215 3.3 15.4 
Detroit 20.2 3.0 14.9 
Washington .. 21.3 3.1 14.6 
Atlanta 21.2 3.1 14.6 
Cincinnati . 19.6 2.6 13.3 
Minn.-St. Paul 22.9 2.9 12.7 
Chicago : 20.7 2.6 12.5 
Birmingham 24.4 3.0 12.3 
St. Louis 20.3 2.4 11.8 
Seattle 25.0 2.6 0.4 


7 1 
*Data covers 6 am. to midnight, Sunday through 
Saturday. Figures are expressed as per cent of all 
homes surveyed. 


RCA TV SETS LEAD 
IN NEW YORE: PULSE 
New York, April 24—Nearly one) 
out of every four television se 
owned by families in the New York | 


latter city has consistently | 
rated first in terms of away-from- 
in Pulse studies} 


Advertising Age, 28, 
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1952 


make, Pulse Inc. reports. 

The statement was made follow- 
ing a special] set census conducted 
in January for Joseph Jacobs Ad- 

| vertising and Merchandising Inc. 
| More than 1,500 families in five 
boroughs were interviewed in the 
study. 

As of January, 63.8% of the 
homes covered were equipped with 
TV receivers. Out of this figure, 
23.4% of the families owned an 
RCA set. Pulse pointed out that 
RCA’s margin over competing 
brands had been reduced some- 
what from January, 1951, when a 

| similar survey gave the company 

27.2% of the market. 

Runners-up were Philco (23.3% ) 
and Admiral (11.6%), both of 
which bettered their 1951 positions. 
Other rankings: DuMont (6.5%); 
Motorola (5.5%), and General 
Electric (4.6%). Fifth in the 1951 
study, Zenith dropped to seventh 
place this year. 


Clarence H. Gehman Opens 
Sales Promotion Office 


Clarence H. Gehman has opened 
a sales promotion consulting of- 


fice, in his name, at 424 Madison 

Ave., New York 

7. ™ 
Mr. Gehman 


was previously 
with Dan River 
| Mills, New York, 
where he was 
sales promotion 
manager for con- 
;sumer products 
and the men’s 
wear division. A 
graduate of La- 
fayette College, 
IMr. Gehman 
served as a public information of- 
ficer with the navy during World 
War II. 


(“ 


Clarence H. Gehman 


Appoints Emerson-Rogers 
Bonat & Bonat Inc., New York 

beauty preparations manufacturer, 

| ° 

has appointed Emerson-Rogers, 

New York, to direct its advertising. 

| Initial promotion, in magazines, 


ts | business papers and direct mail, 


will be for Lifeglo, all-purpose 


area is a Radio Corp. of America | professional cold wave. 


Trendex TV Ratings 


April 1 


-7, 1952 


Covering 10 Three-Channel Cities 


Program Popularity 
Pp 


Rank rogram (%) 
1 1 Love Lucy (Philip Morris, CBS) ..45.6 
2 aw $s Talent Scouts (Lipton, 
cBs 44.6 
| 3 ‘Star Theater (NBC) 43.3 
4 Red Skelton (P&G, NBC) 42.9 
5 You 7 ow Life (DeSoto-Ply- 
eres 42.1 
6 Your show A ‘Shows (Several spon- 
sors, NBC) on 36.3 
7 Colgate Comedy Hour (NBC) .... 361 
8 Fireside Theater (P&G, NBC) 36.0 
9 Godfrey & Friends (Chesterfield, 
Toni, Pillsbury, CBS) 32.5 
10 Blue Ribbon Bouts (Pabst, CBS) 32.0 


* “Show of Shows"’ 


of the show. During the last half hour (10-10-30 


and reached 4,500,000 homes. 
reached for the entire show. 


Total Homes Reached 


Rank ogram (000) 
1 I Love Lucy (Philip Morris, CBS) ..7,313 
2 Texaco Star Theater (NBC) 6.786 
3 You Bet Your Life wcneiel 

mouth, NBC) 6.722 

4 Red Skelton (P&G. NBC) 6.634 
5 Fireside Theater (P&G, NBC) 5.607 
6 Colgate Comedy Hour (NBC) 5.571 
7 Your Show of Shows* (Several spon- 

sors, NBC) 5.399 

8 Goodyear TV Playhouse (NBC) 4,821 

9 Godfrey & Friends** (Chesterfield 
Toni, Pillsbury, CBS) 4.687 

10 Friday = sien (Gillette, 

BC) .. .4,432 


was carried in 55 cities and reached 6,298,000 during the 9-10 p.m., EST. portion 


p.m., EST), the show was carried in 45 cities 


The homes reached figure shown above is an average of the homes 


** The 8-8:30 p.m., EST. portion of Godfrey & Friends was telecast in 47 cities and reached 4,538,- 


000 homes. During the 8:30-9 p.m., EST 
= ~ The homes reached figure shown above 
telecast. 


. portion, the show was carried in 50 cities and reached 4.836.- 


is an average of the homes reached for the entire 
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National Discount Club Launched 


Discount Houses in West 
Join to Promote Plan 
Via Certificate Book 


Los ANGELEs, April 24—Discount 

r wholesale-at-retail buying is 
iow being put on a national scale 
by the Family Discount Club of 
\merica. 

Under the plan, a book of dis- 
count certificates is offered to the 
public at $2. Close to 100 items 
are listed in the book, which cov- 
ers each item with a certificate 
offering a specified cash saving. 
The price includes tax, and is the 
net price to club members. This 
includes delivery anywhere in the 
U. S. or its possessions. 

The products covered by the 
certificates are almost all national- 
ly advertised. They include small 
electrical accessories, watches, 
jewelry, sporting goods, typewrit- 
ers, and a variety of merchandise 
for the home or personal use. 

Among the merchandise avail- 
able is that of Longines, Gruen, 


General Electric, Westinghouse, 
Schick, Royal, Underwood, Rem- 
ington, Rogers, Ronson, Knapp- 


Monarch, Sheaffer and Eversharp. 
Discounts from retail range from 
$3.75 on a GE automatic toaster to 
$30 on a Longines watch. 


# Purchase and delivery of mer- 
chandise is made by mail. The club 
member does not buy from the 
club itself but mails the individual 
certificate with the required pay- 
ment to a company sponsoring that 
particular item in the certificate 
book. This firm ships the product 
direct to the purchaser. 


In the first book now being cir- | 


culated, all orders go to Asso- 
ciated Buying Services Inc., 718 
S. Hills St. here. According to W. 
D. Wilson, this is a group formed 
by executives of local discount 
houses for the purpose of getting 
the plan under way. He said nego- 
tiations are being held with similar 
houses in other big cities to add 
new “sponsors.” 

Every item included in the cer- 


|soon be tested. Magazine adver- 


i | 


| 
DISCOUNTS GALORE—This ad appeored 
in Popular Science to sell $2 books o! 
certificates offered by Family Dacoun | 
Club of America. 


tificate book bears money-back | 
agreement which permits the buy- 
er to return it in good condition, 
postpaid within five days of re- 
ceipt, to obtain a full refund of the 
purchase price. 


@® The plan has been offered to 
the public since the first of March. 
A company spokesman says it is 
too early to know how successful 
the plan will be. Sales of the book 
are being conducted through direct 
sales people, who have been ob- 
tained through advertising in 
salesmen’s magazines and by di- 
rect consumer advertising. 

To date, consumer advertising 
is on a test basis only. Some direct 
mail has been used. Radio will 


tising has included a page in the 
April Popular Science. 

The certificate book is sold to 
sales people for $1. This allows 
them a $1 commission on the sale 
of a book. The salesman also gets 
a small commission later from 
sales made from any book he has 
sold. Books are numbered. Sales 
made from it are credited to him 


May | Is Deadline 
for NIAA Contest: 
33 Awards Waiting 


Cuicaco, April 23—Members of 
the National Industrial Advertisers 
Assn. have just a week left to sub- 
mit their entries in the annual 
NIAA competition. 

The deadline for entries is May 
1, according to Jeff Lowe, of Gen- 
eral Exhibits & Displays, Chicago, 
and chairman of the awards com- 
mittee. Entries this year will be 
judged by individual NIAA chap- 
ters which will choose three win- 
ners in ten categories. In addition, 
three “topper” winners will be 
chosen by a five-man committee 
after all other entries have been 
judged. 


es Awards will be made at the as- 
sociation’s annual convention June 
29-July 2 in Chicago. The ’52 con- 
vention program, in addition to the 
awards, is nearly complete and will 
emphasize panel and clinic ses- 
sions. 

R. C. Sickler, ad manager of the 
explosives department, E. I. du- 
Pont de Nemours & Co., will head 
a panel presentation on research 
planning and control. The panel 
will report on a survey of NIAA 
members to determine what is 
most needed in industrial advertis- 
ing research and what needs are 
most pressing. 

At the same session, the St. Louis 
chapter will present a panel on the 
pros and cons of readership re- 
search to evaluate media. 

Fairfax M. Cone, Foote, Cone & 
Belding, will lead off a general 


ja clinic s 


discussion of public relations with 
an address on public relations 
problems in business. George 
Black, Cooper Alloy Foundry Co., 
will direct the discussion on in- 
dustrial public relations and pre- 
sent case studies to the group. 


8 The Milwaukee chapter, at an- 
other session, will give a humorous 
skit on the effectiveness of indus- 
trial advertising. This is under the 
direction of Art Tofte, ad manager 
of Allis-Chalmers Co., Milwaukee. 
Henry I. Orwig, v.p. of the media 
department, Buchen Co., will lead 
a panel on export advertising, and 
the Cleveland chapter will present 
session on visual aids. 

Other speakers scheduled for the 
convention include H. D. Bissell, 
director of merchandising, Minne- 
apolis-Honeywell Regulator Co.; 
George Stineback, manager of the 
Polyken division, Bauer & Black; 
Cary H. Stevenson, v.p., Lindberg 
Engineering Co., and John S. Haw- 
ley, marketing manager of Shake- 
proof Inc. 

On July 1, the conference will 
play host to America’s Town Meet- 
ing of the Air which will be aired 
from the floor of the convention 
over the ABC network. 


| where he was a 


jan 
: | manager for Beaumont & Hohman | 


Buys Prince Gardner Co. 


Wilkes-Barre Lace Mfg. Co. has | 


purchased Prince Gardner Co., St. 


Louis maker of Registrar billfolds. | 


The entire stock was owned by 
Mrs. Prince Albert Gardner Jr. 
and her three daughters and was 
sold for about $2,000,000. No per- 
sonnel or policy changes will be 
made. Mrs. Gardner will continue 
as president and Hall W. White- 
aker as v.p. in charge of sales and 
advertising. 


Schlenther Named Partner 
in Evans & Associates 


Stanley Schlenther, account ex- 
ecutive with the agency since 1949, 
has been named a general partner 
of Evans & As- 
sociates, Ft. 
Worth. 

Mr. Schlenther 
came to Evans & 
Associates from 
the New York of- 
fice of Fuller & 
Smith & Ross, 


senior account 
executive. Before 
that, he served as 
international ad- 
vertising manag- 
er for Trans World Airline. Prior 
to service in Air Transport Com- 
mand during World War II, he was 
account executive and office) 


Stanley Schlenther 


for 12 years. 


Science Research Boosts 3 


Science Research Associates, 
| Chicago, publisher of educational 
and business materials, has pro- 
moted three in its sales division. 
| Wheeler M. Hall has been ad-| 
vanced to assistant director of | 
sales; Ira S. Glick to director of | 
information and sales promotion, | 
and John Steinbrink to assistant} 
sales manager in charge of sales 
service. 


Booker Elected President 


A. R. Booker, executive v.p. and 
general manager of Electrofilm 
Corp., N. Hollywood, has been 
elected president of the company. 


ANPA Recognizes 923 Agencies; 


Only 66 Applied in 


New York, April 23—More ad- 


ue agencies—923—are now 


recognized by the American News- 
paper Publishers Assn. than ever 
before. Yet during the past fiscal 
year, only 66 applications for 


ANPA Meeting 


recognition were received, the low- 
est of any year since 1944. 

Also, 35 agency recognitions 
were removed last year, for a num- 
ber of reasons. Thirteen dropped 
out of business, with no loss to 
creditors; 13 failed to meet ANPA 
requirements; three were merged; 
two changed ownership and the 
new owners failed to qualify; two 
agencies entered other fields; one 
failed to place any newspaper ad- 
vertising, and one failed—with 
creditors sustaining losses. 

The 923 agencies now recog- 
nized compare with 567 in 1943. 
There are now agencies with 
ANPA recognition in every state 
except North and South Dakota, 
Nevada and Wyoming. In Canada, 
15 agencies have ANPA recogni- 
tion, seven in the province of Que- 
bec, seven in Ontario, one in Brit- 
ish Columbia. 

New York has more agencies 
with recognition than any other 


‘51; 35 Dropped 


state—243. Illinois has 116. Cali- 
fornia has 66, slightly more than 
Pennsylvania (63) or Ohio (61). 
From there it’s a long drop to 
Massachusetts (38) and Michigan 
(32) and Missouri (31). Texas is 
next with 22, and from there on 
the numbers tail off rapidly. 

The report, delivered to ANPA 
by William F. Schmick, Baltimore 
Sun, and chairman of ANPA's 
agency committee, emphasized that 
advertising agencies showed care- 
ful and conservative operations 
during the year. The repor* pointed 
out that it was an active year, with 
liquidations, mergers and changes 
in legal entity. 

It also pointed out that 54 agen- 
cies increased their credit ratings, 
while 67 decreased them. 


Futterman-Gerber Moves 

Futterman-Gerber, Chicago, has 
moved to new and larger quarters 
at 50 E. Oak St. 


"Bout to Give Birth 
to a Business Baby? 


Have nurtured lots of babies, adver- 
thy 


tisingly. I can give yours a heal 
start, even on an economy budget 
“ 
‘That Follow Bott” 2 
Leo P. Bott, Jr., . Jackson, Chicage 


Writes CHARLES C. GREENE, V. P. 
Doremus & Company, Chicago: 


in a leisurely session with AA 


on Monday 


“Advertising Age has a top spot on my Monday 
agenda. I like to take a fast look at Last Minute 
Flashes and the front page stories at the office in the 
morning. But my personal copy sent to my home is 
the one that gives me real satisfaction in a leisurely 
session with it Monday night. 

“It is absolutely essential, it seems to me, for an 
advertising and public relations man to know what's 
going on in his own business before he can be helpful 
to others in the conduct of their business. The things 


I want to know are covered by Ad Age with com- 


petence and authority, and I find that my own 


home—away from office hustle—is the place to read and absorb it from cover to cover. 


“Your entire staff is to be congratulated on its consistent production of an informative, 


well written and well edited newspaper. The timely news stories, special features and 


The Voice of the Advertiser are just a few of my favorite sections.” 


Need more be said. Why don’t you, like Mr. Greene, begin NOW to get real satisfaction 
out of AA—away from office hustle? The coupon below will bring a personal subscription 


to your home—plus, FREE, a copy of “How to Put Salesense in Advertising,” Jim 
Woolf's widely-discussed weekly AA articles in handbook form. 


poccccrnrnnr rr ee 


Advertising Age 


Dept. A28, 200 E. Illinois St., 


Please enter my 1-year subscription to Advertising Age and mail 
it to my home address. I am to receive FREE your new compila- 
tion of the best of the “Salesense” articles by James D. Woolf. 


Street 
Address_.___ " - 


City. a 


| 
| 
| 
| 
| 
| 
! My Name 
| 
! 
| 
| 
| 


( My check for $3 is enclosed 


Chicago 11, 


—Zone____ 


J 


I. 


State - 


[) Bill me later. 


er 


a rl ee ee eo ee ‘ A el a soc Sa SBN cal gee 
: Fo 65 Mie Se 
| Maps 
“ )- - 4 ER LY" 
ey snsaTiorne 4) a pe = ei 
. Beery , eaene 
: we DISCOUNT e 4/45 Si 2 Sha 
: CAEN ~ UB wae vou sone na Tee at 
; a = FAMILY DISCOURT GLU ele 
2 ¥ ¥ he em - Le ty 
| eam ie 
Abd pe? \ Rete 
ae aig 
3 Bee 2 \\ 3 roe “ae 
Pee ae ——— oe == moe ee 
i = = = ea i> ea a: a rm Sik 
ial Ses | a ---— —-——_—_ a ae sa 
aS pee a ris 
- <—eree: ~ el a a oo a 
> S= ae ates See rns ae Re ea: 
a - = ee 
: EF a \ ae | op ee 
x === Qo —=Ee sate | | Bik tH 
ces ed cole 
z= = : ioe ¥ 
Sa ‘ted a 
: te . 
*~ be 
cee. 
pe eS 
Me 5 
= - Bi tite 
Mohan st 
EEE i Sine 
eee 
St: 
—=«6hVRtae =e ey 
aw 
i eae 
S x oe 
aa ce i ea f ates 
igre 
} f By 3 
| me Re 
| Pe q = . Z 
; Pf ee 
| : fil 2 
| : aoe 
: _— 7 e az tee 
————— get real satistaction ioe 
Par eigs 
: ata 
PA ee 
i - ) 7 i 
: aes a 
: eg 
. ia : : ae 
 _ ; ' oe 
ae : pa 
— i a 
— : aa i aia ¥ «ae 
ete é ae 
. Cape : be res 
bs, ; ge 
: ites: 
. : reagitt See 
: 5 fk : % er. 
2 eS 
— oe panama G 
‘ ‘a ; 5 a ss 8 
ie oF ie coe 
. a ‘ * : Fi ae 
= . i. ~¥e eniur i 
. Ser | eS on 
se eT 
Peo 
Se are 
| ah sd shea 
athe, Ni 
ee wap 
He ee 
: P | vege od 
' a reales 
5 ag NRE. Te 
es th eon 
Serta 4 
——$—$—— —— with your Peo 
home : : been ie 
po © PU] . és ace, 
. . \ cay | 
ussnist-—- | Subscription res. 
at > ne a a 
he 2 * ES 
ee Loe 
ADE : , eee ee tee © 
td aes 
pubis) \ * a PC We Se 
— ese Gane GEN: GID SAD CAND GED GED CED GED GERD GUND GS GND GD SAD GAN GED ED ND GND EE GD aA SD GED cD CD Gt aD agith 
jee oa 
> ! SS ob 
ooh 
te a 
g miegs bi 
MaRS sey 
Ue 
,. : em Ste gy ewe 
rae SOU rae mae. 4 : : : : . ae SS Be oe 
SE eles a Piaget as st Ra ee a ae 02 ee eS Sa, | ae : MURS vi £55 Toes Rn a he 
2 es eM Bi” : oe. Wome ee men Sl Fo 9. yt 


What makes a newspaper great? 


“IM TELLING You, JOE... THE ONLY 
ANSWER TO OUR PROBLEMS 1S 
CITIZEN PARTICIPATION!” & 4 
— ry 2 


Everything’s up to date in Kansas 
City after the Big House Cleaning 
of 1951. The Pendergast political ma- 
chine has been swept from power, 
evidently for keeps. The muck and ref- 
use of the most damaging flood ever 
to hit the great Missouri city were 
shoveled out of plants and homes in 
record time. And along with the gen- 
eral clean-up, Kansas City people re- 
affirmed their belief in working to- 
gether for good government and sound 
city planning. 

An aroused citizenry got in its first 
licks of the year at the polls when 
backers of merit government, includ- 
ing the famed Kansas City Star, which 


waged an all-out campaign, polished 
off the Pendergasters by electing 
eight out of nine candidates, includ- 
ing the mayor . . . the most decisive 
victory to date over the old regime. 


With huge and costly industrial 
areas of their town deluged in muddy 
Missouri River waters in July, the 
same citizens rolled up their sleeves 
again, got to work with government 
agencies to relieve distress. Within a 
month, general rehabilitation was well 
under way. And to round out their 
year of accomplishment, more than 
5,000 Kansas Citians united to make 
sure that their good government and 
civic improvement programs were here 
to stay by strengthening educational 
campaigns in schools, on radio forums 
and through community councils. 


For three years the Minneapolis Star 
and Tribune have joined the National 
Municipal League in honoring those 
American cities which have made out- 
standing progress toward better govern- 
ment as evidenced in the energy and 


intelligence of their citizens. In 1951 
eleven communities including Kansas 
City* earned this special citation as 
“All-American Cities’? through such 
unselfish teamwork among civic- 
minded residents. Because good news- 
papers have a primary responsibility 
in rallying and directing an informed 
citizenry in good government endeav- 
ors, the Minneapolis Star and Tribune 
take pride in acknowledging the 1951 
accomplishments of these eleven cities, 
and newspapers like the Kansas City 
Star which led the way. 


*Other cities: Atlanta, Ga., Asheville-Buncombe County, North 
Carolina, Boston, Mass., Columbia, S. C., Dayton, Ohw, Kala 
mazoo, Mich., Mt. Vernon, 1ll., Pawtucket, R.1., Philadelphia 
Pa., San Antonio, Texas. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


615,000 SUNDAY - 485,000 DAILY 


JOHN COWLES, President 
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